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Abstract 
 
This report focuses fundamentally on one particular aspect of the International 
Marketing Plan prepared for Realeyes Data Services Ltd, i.e. Internationalisation of 
services. Realeyes is a UK-based SME registered in London, founded few years ago by 
three entrepreneurs Niall, Mihkel and Elnar (Oxford alumni) with established presence 
in countries like US, Poland and Ukraine and looking to launch in Australia. The paper 
also achieves this by elaborating on the B2B context to which internationalisation 
applies, globalisations of an SME like Realeyes in its potential and ability to globalise its 
data services-offering.  
Research methodologies include secondary research from academic papers, Journals, 
World-Wide Web. Also, some Interviews and survey data obtained for group report 
(marketing-plan) are adapted in this work, in order to highlight the empirical finding of 
internationalisation of Services through primary research. 
The analysis includes internationalisation stages, modes and patterns which help to 
explore strategic options based on Internationalisation theories. These theories include 
Uppsala model (Staged approach), Network theories and the Eclectic theory. 
Localisation challenges are also explained, keeping in mind the offering of bespoke 
services and location-based services in contrast. 
Entry-mode options and need for partnerships are examined, while, importance of 
partner-profiling is discussed. A concise account of the effect of internationalisation of 
Realeyes as an organisation is produced. 
An attempt to discuss barriers and risks encountered by a firm in its international 
Marketing of services is made, while looking at SME risk and cultural issue management. 
A brief account is also given of International trade and policies to be considered while 
internationalising, before finishing      ǯ
internationalisation process tends to follow an integrated, dynamic strategy in its 
service-globalising process. The firm is recommended to maintain its business network 
relationships and organisational learning, while build its image by nurturing & 
communicating its uniqueness of offerings to sustain its international competitive 
advantage. Realeyesǯ forging relationships with its key stakeholders, especially supplier 
and government are important. International marketing involves costs, hence Realeyes 
is recommended to use social media and existing networks to offset financial and 
human capital constraints, while looking at memberships with web-based B2B 
associations and enlist themselves for tradeȂevents so that they are visible to 
international audience.   
Acknowledgements 
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1. Introduction 
 
Internationalisation has been pervasive in organisations of all sizes, worldwide due to 
exciting prospects that it brings, not to mention additional revenues and expanding 
business networks it provides as opportunities in balance with the challenges to 
internationalising. However, marketing services is different from marketing products 
(Grönroos, 1978) in the sense that the marketing mix needs to be adjusted for service-ǤǡǮǯǮǯhat 
brings about a change in a person or a good (Jack et al, 2008) comes with some unique 
characteristics, the noticeable one being intangibility. Such characteristics are what 
make the internationalisation of services a fascinating area of study. ǲǳ (Organisation 
for Economic Co-operation & Development)  ǲ  ǡ ǤǤ 
internationalisation of servicesǯ markets including an increasing mobility of capital, 
people, know-how and other resources which have the effect of increasing the ǳǤǡ
Services in the recent years have grown to become more international by expanding 
across borders (Grönroos, 1999).   
In this light, SMEs like Realeyes are also seeking to expand across borders despite 
resource restraints, and are willing to overcome barriers in services-marketing 
(discussed in section-11) in order to reap the benefits of internationalisation.  
Rapid internationalisation of small entrepreneurial firms is eminent, with the time to 
internationalisation being just around 2-3 years for the smaller high-technology firms         Ǯǯ approach to 
internationalisation (Coviello and Munro, 1995). However, the use of network 
relationships for pursuing cross-border business opportunity may be important in 
studying the internationalisation process of these service providers.  
The Research question  
This paper attempts to answer questions on the issues, trends, behaviour and barriers  ǲǳ in a B2B context while critically evaluating the 
Issues in International marketing of Realeyesǯ-services. 
A lot has been written in depth about service-internationalisation, with relation to 
various concepts and theories in context to both B2B and B2C sectors.  
However, this report should be viewed as a sincere attempt to integrate most of those 
internationalisation concepts in order to complement them and propose a framework 
while discussing the case of Realeyes, an SME that provides specialist B2B services in 
eye-tracking. I discuss how Realeyes can cope with internationalisation and also be 
influenced to alter/develop its competences in order to tailor its offering to 
internationalise sales successfully. The firm-specific barriers, the external challenges to 
trade overseas and the propensity to co-exist and compete in an arena of international 
players are all discussed from a macro-view (Service-Internationalisation in general) in 
contrast with a Micro-view of SME (Realeyesǯ).  
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 2. Literature Review  
2.1 Scope of research  
With respect to this report as a dimension of the main marketing plan (group report), 
the scope encompasses three main areas of literary exploration in the order given: 
 Service internationalisation  
a) Internationalisation strategic theories, patterns and trends 
b) Entry-modes for internationalisation 
c) Barriers to globalisation & international services Marketing 
 
1) Internationalisation of B2B services 
a) Business Services and innovation 
 
2) The case of SME internationalisation  
 
3) The case of internationalisation of eye-tracking data services for usability, 
provided by Realeyes Ltd 
Thus, globalisation of services is the highlight. The mechanics, patterns, modes, types, 
trends and barriers are attempted to be discussed. Also, the drivers to 
internationalisation are to be visited to understand international business in a service 
context.  
 
2.2 The decision to internationalise  
 
Netland and Alfnes (2007) state in their work that the decision to internationalise arise 
from one of three factors; (1) Multilateral trade agreements (2) Development trends in 
Information and Communication Technology (3) Grown presence of Global Network; 
whereas traditionally, client-following was the most common firm-specific motivation,    ǲ   ǡ    ǳǡ   
Vandermerwe and Chadwick (1989, Pg 79) - Due to the homogeneity and increasing 
awareness of customers because of convergence of technology and information-
communication, firms are incentivised to extend their offerings on to a global scale to 
satisfy those customers whose expectations have increased (Vandermerwe and 
Chadwick, 1989). More recently, firms have proactively started seeking markets for 
internationalisation of professional services (Netland and Alfres, 2007). Hence, 
Customer-orientation and increased firm responsiveness in conjunction with 
information systems enabling the nature of services to be fluid enough for firms to 
expand, has contributed to internationalisation.  
Javalgi et al (2003) take support o ǯ   to understand 
internationalisation of services. They propose the framework as shown in Figure A, for 
internationalisation factors. Firm size and management attitudes are related in service 
context, and it is discovered that management attitude is a major driver of 
internationalisation of services. Managerial attitude is said to be based on firm and 
location-specific factors. Hence both factors mentioned would lead to global success. 
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Javalgi et al (2003) concludes that even if a firm has uniqueness in form of a competitive ǡ  ǯ affect management attitude toward international expansion. 
Higher market potential and better market characteristics as a location-specific factor 
influences global success positively, and this is agreed by Ojala and Tyrväinen (2007) 
who indicate that macro-level factors like network connections, increasing market 
knowledge and resources enable firms to move in early stages of internationalisation 
process from geographically close countries to countries with higher market potential.  
 
 
 + 
 
    No effect 
 
 
     + 
 
Figure 1 - Management attitudes and firm size are shown to be related (Adapted from Javalgi et al 2003) 
 
2.3 International marketing of services Ȃ mechanics, patterns and 
challenges  
 
2.3.1 How Internationalisation takes place 
 
Generally, internationalisation of services needs a situation. William Cave (OECD, 2006) 
explains that three factors set the scene for globalisation: 
1) Foreign Direct Investment (FDI) 
2) International Trade in Services 
3) Economic globalisation Indicators and the role played by MNCs (Multinational 
companies) 
 
These internationalisation causes are discussed while considering that the barriers to 
globalising professional services are a given; e.g. preference to domestic markets and 
government purchasing (OECD, 2006). OECD explains that the consequent increase on 
international trade of goods (refined through several rounds of Trade agreements post 
1945) required that certain basic services like logistics services (Just-In-Time) help 
manage complex supply chains. Consequently, courier services, freight insurance and 
trade financing have all sprouted as services that have had to go global, given the 
situation.  
Company 
Size 
Competitive 
Advantages 
Market 
Characteristics 
Management 
Attitudes 
Global 
Success 
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OECD also believes that FDI expansion has led to growth of consultancy services, legal 
and infrastructure services.  
Lastly Information and Communications Technology (ICT) and its global need, has given 
rise to off-shoring of IT services or ticketing service that can partly be carried out 
remotely with computer networks in place (OECD, 2006).  Information media has 
helped immensely in the past few years so as to shrink the world and bring people and 
businesses closer. These cost-effective media and their importance in SME-networking 
would be dealt in the Discussions Section. 
2.3.2  Stages of internationalisation 
 
Edvardsson et al (2003), with the intention to explain a framework for 
internationalisation of services say that they have 4 stages:  
1) Prospecting 
2) Introduction 
3) Consolidation  
4) Reorientation 
During prospecting, where the company is said to have an open strategy of establishing 
contacts and relationships while being open-minded towards gaining knowledge and 
learn experimentally. In process, the company looks for a set direction to follow, while 
retaining its entrepreneurial mindset (Edvardsson et al, 2003).  However, emphasis is 
on explorative learning.    
During introduction, the company decides to launch in a geographical area, and then 
plans out the segmentation and entry-mode strategies to launch. 
During consolidation, the company tries consolidating its position in the market 
amongst competitors, apart from researching on how to retain customers. 
During Reorientation, the company seeks settling locally, while seeking new business 
opportunities.      Ƭ ǯ ȋ ? ? ? ?Ȍ -Network 
integrated model for SMEs. 
2.3.3  Trends     
 
Work by Samiee (1999) talks of Integration of services with tangible goods in order to ƬǮǯǡ
elements of value chains. But also argues that every tangible good contains some service 
because without that, no transaction would be possible, e.g. invoicing, payment and 
delivery. 
A Danish survey executed in 2003 by ECON Analyse observed that 58% of the Danish 
companies indicated strong increase in international sales of services. The indicators 
below show key service characteristics and the degree to which those were agreed by 
companies from large to a very large extent. The service characteristics are shown in 
APPENDIX A. We can see that knowledge-content of services for service firms was 
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agreed well as being high. But what we take away is also the well-agreed belief of each ǯȋ ? ?Ǥ ? ?ȌǤ 
However, the trend analysis indicated that firms companies entered the international 
arena much more quickly than previously. Statistics are shown in Table 1. 2001 
onwards, firms who started selling since they were born achieved 87% international 
sales. It was deduced that in recent times, all companies with international business 
activity were Ǯborn globalǯȋǡ ? ? ? ?Ȍ.  
The degree of internationalisation is found to be high amongst internationally selling 
service firms. The author however says that services are highly internationalised in 
many cases, not national or local as traditionally accepted.  
Table 1 - indicates internationalisation statistics from a Danish survey, Source: Torben Vad, ECON 
Analyse, 2003  
 
Services have high propensity to cross borders as made evident by SMEs and 
International new ventures that have been doing well in selling services. Along with 
international sales, international business network development and the possibility of 
firms employing this network to carry out more international sales needs to be 
examined as well.  
Today, internationalisation is said to have reached the next era popularly known by 
scholars as Globalisation 3.0. This term is defined as ǲthe time when the west can no 
longer set the rules for world trade, since each of the 151 member countries has an     ǳ ȋǡ  ǡ  ? ? ? ?ȌǤ   
developing countries like India and China, this era is said to have triggered USA to its ǲǯǳ, which actually makes it tough for the US to 
exercise its political influence on those nations that it depends on for ȀǤ  ǯǯǤ 
 
 
 
Time of internationalisation in relation to age of establishment: Danish firms 
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2.3.4 Global Economic Patterns 
 
The USA by far is told to be the largest exporter of services with exports of $522Bn and 
imports $364Bn, says WTO (2009).  But it is also the leading importer of services. But 
other countrǯfar behind in service-globalisation activity. 
The graph below (DTI 2009) illustrates how substantial the contribution to the GDP 
from export of services has been in 2005. The UK has derived nearly 2.5% of GDP in 
business service-exports. 
 
Figure 2 - Export of services: statistics by nation 
Statistics from DTI show that there has been an over 20% increase in the export of 
business services from 1995-2005.  Apart from showing the dominance of service 
sector, the figures also show how the UK has been home to superior service-export 
contribution to GDP.  
 
2.3.5 Challenges of service-internationalisation 
 
Samiee (1999) finds that a key issue in the globalization of markets is the speed with 
which the markets are converging, whi ǯ sufficient to accommodate the 
international growth in many services sectors, while said never to occur in many types 
of services. This is one of the main challenges for the borderless operation of services in 
general. 
 
In his work, R.V Davis (2004) says that despite a general trend toward more 
deregulation and privatisation, a number of service industries still restrict the 
participation of foreign firms, because more foreign exchange revenue is generated by 
manufacturing goods compared to Services; services being less helpful to foreign 
governments in escalating foreign trade deficits but spend domestically and remitting 
earnings to their home country. Davis (2004) explains services to be more regulated by 
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demanding service practitioners to obtain local licenses to practice. Despite the WTO 
taking measures to deregulate and open up financial services to countries across the 
world (in 1997), some services still remain regulated. E.g. Airline services are being 
heavily regulated and only local airlines fly all domestic routes usually.   
 The Current recession (2008-09) has induced a 9% drop in global trade (WTO, 2009)  ? ? ? ?ǯ ?th quarter by 7- ? ?Ǥǯǡǯǯorts, Albeit in 2008, commercial services rose 
by 11%to $3.7 Trillion (WTO press-release, 2009). This shows that since recently, the 
strength of service-exports is shaken by a financial credit crunch initially triggered by 
sub-prime lending. 
 
2.3.6 Localisation vs. globalisation 
 
An important strategic issue in international services-marketing as discussed by Samiee 
(1999) was the extent to which the service could remain standardised. Additional 
challenges like government regulations themselves are said to shape the services-
marketing to fit local needs, hence challenging standardisation, for example accounting 
and tax services which are ruled by different rules worldwide. However, Samiee argues 
that retailing is inherently difficult to standardise as retail regulations heavily vary by 
region, and culture is bound to influence merchandise mix. Here, the customer needs 
services are said to vary wider than his product needs. Hence Samiee recommends a 
multi-local internationalisation pattern.   
2.4 B2B servicesǯonalisation   
 
The knowledge-intensive, People-centred, intangible and customised attributes of 
professional services limit the internationalisation choices for a service firm, compared 
to a manufacturing firm (Netland and Alfnes, 2007).  Professional services include IT 
services, Financial or company insurance services, accountancy and auditing services or 
even legal and management consultancy services. B2B services are hence sold from one 
business to another. 
In literature there have been debates on whether globalising of goods differ from that of 
services (Grönroos, 1999). Erramilli (1990) has classified B2b services into soft 
(healthcare and lodging) and hard (life insurance and architectural design) services 
(Grönroos, 1999). Hard services seldom require local presence, whereas soft services do 
require physical presence where consumption and production are simultaneous 
processes at large. Ekeledo and Sivakumar (1998) state that foreign entry-mode differs 
largely between soft and hard services in contrast with manufactured goods. However, 
Grönroos says that the line is thinning between services and goods, since manufacturers 
have started offering services too, in order to increase customer-value.  
B2b services are distinct in the sense that they are bought by well-informed purchasers 
from a smaller pool of potential customers motivated by profit and not by satisfaction 
(Ghauri and Cateora, 2006 Pp 332). Hence, clearer, more personal communication 
becomes important, calling for relationship marketing in a B2b setup. 
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There is more than one entry-mode strategy for foreign-market entry. Suitable General 
entry-modes as stated by Grönroos (1999) include client-following mode, market-
seeking mode and electronic-marketing mode. None of these are said to be mutually 
exclusive.  
2.4.1 An alternate perspective  
 
John Kay (1990) explained about strategic markets as the minimum geographical area 
or product range in which necessary to compete in order to obtain success. Marketing 
and producing can be uncoupled. 
Thus, Globalising B2B services is complex and needs strong understanding of business 
solutions the firm can offer in accordance to its resources and competences, apart from 
its scalability in a foreign market.  
According to Edvardsson et al (2003), in order to internationalise, firms would have to 
offer competitive services and also compare their international threats and 
opportunities with those at home, so that they would know where best to focus the ǯǤǡresources for growth. 
However, SMEs are known to have financial constraints. The next section elaborates the ǯǤ 
 
2.5 Case of Internationalization of an SMǯ 
 
SMEs are realised by Hollenstein (2005) in his work to be distinguished by resource 
restrictions of Finance, Human resource and management capacity (Buckley, 1989). In 
addition to this, if barriers to internationalisation exist, then the chances of SMEs 
internationalising is lower than other corporate firms. Hollenstein deduces from his ǯǡ
of internationalising, while SMEs being definitely different from larger firms in terms of 
international business activity in the sense that the probability and degree of 
internationalisation is lower in smaller firms. Nevertheless, an amount of knowledge-
intensive SMEs have been found to internationalise all their business functions. That 
apart, SMEs usually use contractual forms of internationalisation rather than equity-
based (Hollenstein, 2005). 
Hollenstein mentions states of internationalisation (1) direct engagement and (2) 
service without presence and both these conditions hold well under circumstances. If 
the firm is a web services provider that needs no local presence (e.g. PayPal) or a firm 
selling music (Apple iTunes website), it would do as well as a firm with local presence 
like an accounting services firm. On the other hand, a firm needing no local presence but 
needing one of its functions of the supply chain to be present at the foreign location (e.g. 
Online home-shopping) would either deploy that function or tie up with a local partner 
that could provide that function.    
Purhonen (2007) argues that Internationalisation has become the lifeblood of SMEs that 
are faced with rapid globalisation and competition in economies worldwide. Purhonen 
emphasises the prominence of Interpersonal Communication Competence (ICC) while 
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internationalising SMEs apart from visiting intercultural competence and Network 
competence. ICC is defined as the ǲknowledge, skills, motivation and ethical principles 
which are perceived as effectiveness and appropriateness, fulfilled through collaborative 
interpersonal interaction in intercultural contexts and contribute to establishing, 
developing and maintaining interpersonal networks successful for SME 
internationalization (Purhonen, 2007). Purǯ  is valuable. As he suggests, 
interpersonal skill competence of manager/director of SMEs is very much necessary ȀǡȀǮǯǤ
Hence, his interpersonal traits determine the reputation, the make and break of 
business relationships, which in turn affects sales and brand equity.  
While interpersonal skills do matter, service content is argued by Cloninger & Oviatt ȋ ? ? ? ?Ȍ  ǡ   Ǯǯy visiting 4 key 
characteristics of services Ȃ intangibility, perishability, simultaneity and heterogeneity. 
These were found to be associated with whether firms globalised or not. Tangibility and 
simultaneity were found to be directly associated with location where internationalised. 
Also, good service content can also be found to positively influence the competitive edge 
that the company can leverage in internationalising (Eclectic theory, Cloninger 2007). 
Thus, Service content is important and can affect the potential of a firm to 
internationalize and should be paid attention to by the firm owner while measuring the 
variables for internationalisation of SME.  ǯ-offering is elaborated in the paper, however, 
its power and influence over Realeyes as an SME to internationalise and go global is 
paid attention apart from discussing strengths and weaknesses of the eye-tracking 
offering. 
2.5.1 Motives for SME internationalisation   
 
Many motives exist according to Hollenstein (2005), that induce small firms to 
internationalise, be it market-seeking (demand-oriented) investments, efficiency-
seeking (supply-oriented) investments (Dunning, 1993) or even strategic assets-seeking 
investments. Amongst supply-oriented investments, cost-reduction in areas like labour 
or sourcing has become important motives for SMEs (Hollenstein, 2005).  Tax burden ǯǤ  
 
 
2.5.2 Strategy perspectives  
 
Globalisation theories are widely written about and many in context of services.  
Although globalisation strategy is a very general and fundamental topic, it is thought 
more appropriate here to discuss strategy for SMEs which would help us capture the 
internationalisation strategy for Realeyes Ltd. Explained below are theories that can 
apply to internationalisation, and some that apply to SME-internationalizing. 
Shrader et al (2000) observed the Uppsala model as that well-established theory 
formulated to explain internationalisation prior to 1980s as tacit knowledge of foreign 
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markets encouraging firms to boost foreign commitments (Johanson and Vahlne, 1977). 
Tacit knowledge is embedded in organisational decision making system. In the case of 
SMEs, experience most important to making decisions would be that of the founder/ 
entrepreneur(s) in the company.  This could be explained for incremental 
internationalisation of firms by means of organisational learning. As SMEs strive and 
grow by learning more from markets, it becomes necessary to discuss this theory in our 
analysis. Shrader et al (2000) also discuss Keiretsu, a Japanese way of business. Under 
this model, small firms operate as heavily reliant suppliers to large multinational 
corporations.  
However, a Network design has been considered by Coviello and Munro (1995) for 
entrepreneurial organisations like Realeyes which do high-technology services.  In their 
work, ǯ is sometimes said to be more dependent on networks within their 
existing markets rather than market characteristics in order to grow and 
internationaliseǢ     ǲǳ   Ǥ 
The role of Social media for International networking and marketing deserves 
examination in Discussions section. 
While SME globalisation is under discussion, globalisation phenomenon itself is   ǯ  in 2005 (Netland and Alfnes (2007)) who points out that a 
Triad-based strategy is more appropriate and effective than a global strategy, and this is 
especially true for Service-firms. Taylor et al (1994) walk on parallel lines saying there ǲǳal companies. Regional strategy is also 
supported widely by Alan Rugman, Indiana University who believes and argues that the 
vast majority of all business activity takes place in a triad of regional blocks-North 
America, the European Union, and Japan. 
 
2.5.3 SME-internationalisation drivers 
 
Another theory useful to examine service-internationalisation is ǯ Eclectic 
theory that    ǯ ȋ ? ? ? ?Ȍ   -cost based theory 
that sought to explain the transfer, internationalisation and firm-specific ownership 
advantages. Factors are summed up below: 
1) Specific organisational technologies allow competitive edge 
2) Location-specific factors are essential 
3) Market attributes are also important to consider 
         ǲ ǳǤ  
Realeyes is scrutinised to find some ground for international marketing using this 
theory. Elements of Eclectic theory have served as framework for literature by many 
academic authorities including Hollenstein (2005) and Javalgi et al (2003). Hollenstein 
states that the Drivers for SME-internationalisation include mainly the Ownership 
advantage and Location-specific factors like regulation and wage; although ǲ
seek to improve the specifications of internalising ǳ ȋ   
Eclectic theory). 
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ǯȋ ? ? ? ?Ȍopportunities available to an SME in 
order to internationalise has been discussed as an antecedent, as agreed in Jones et al ȋ ? ? ? ?Ȍǯ.  
We have seen how Realeyes-like firms operate with good business networks and grow ǤǮǯǤ 
 
2.5.4 Entry-modes for service-internationalisation in SMEs 
 
Really a vast expense of literature has been published for the Entry-modes for 
internationalisation. Although there is no single perfect mode that fits the strategic 
shoes for all firms, Ojala and Tyrväinen (2007) takes the exception in the case of SME-
internationalising that the process is rapid and such firms use several entry-modes 
simultaneously. Common examples of Entry-modes may include direct entry, licensing 
or franchising approaches. Entry-modes sim    ǲ  
organisation employed by companies to enter international markets for the purpose of 
undertaking value- ǳ ȋ  ǡ  ? ? ? ?ȌǤ17 different modes were 
suggested by Anderson & Gatignon (1986) for wholly-owned and shareholder firms. 
However, Jones et al (2009) say that identification of international activity patterns 
from establishment of different entry-mode types at points in time in different countries 
offers potential for meaningfully measuring international activity of SMEs than FDI or 
sales alone. However, Jones et al mention that entry-mode definitely relates to SME-       ǲǳ and dynamic process ǲng to establishing an entry-mode    ǳǤ        -mode base is an event 
occurring at a point in time because some processes have led to its formation.  
Entry-mode for Service-internationalisation is explained by Javalgi et al (2003) in 
regard with hard and soft services (defined earlier). Javalgi mentions that foreign-entry 
decisions vary observably between Soft services and Hard Services. For Soft services, 
local firm presence would be required, and hence no exporting will do but Joint 
ventures and facility ownership would be viable options (Javalgi et al, 2003). These 
would ensure local presence, although costs are involved in owning a facility. Also, 
transfer-of-ǯdered for any such move.  
 
2.5.5 SME globalisation trends & barriers 
  ȋ ? ? ? ?Ȍ      ǯ  
internationalisation has been strong. This is agreed by Aspelund and Moen (2001) 
mentioned in Meckl & ǯȋ ? ? ? ?) paper who find that newly established firms      Ǥ ǯ    
firms as an International New Venture (INV) ǲa business organisation 
that, from its inception seeks to derive significant competitive advantage from the use of        ǳǤ  ǯ ǡ    ǲ
ǳor an International New Venture (Meckl & Schramm, 2007) because of the 
nature of its services and also since it had already based itself in countries other than 
NUBS MBA 08-09 Internationalisation of Services: Realeyes Ltd Page 18 of 73 
 
the UK, i.e. USA and Italy. It is an SME because of its financial restraints, sales and 
company size.  SMEs/INVs have constraints and barriers to internationalisation. They 
are explained in the Challenges section for Realeyes to internationalise.   
Financial impediment is the main issue for Realeyes to tackle, since they would need 
certain commitment of resources to globalise and market their brand before selling 
locally. 
Realeyes is found to have close psychic distance with Australia (Ojala and Tyrväinen, Pg 
125). Consumer behaviour is examined, while looking at a purely strategic perspective 
of how Realeyes can use this to its advantage in Section 8. Javalgi et al (2001) state that 
consumers like to consumer services in their own country, a more economically 
developed country and then a country with close psychic distance.   
  
2.6 Case of internationalization of Usability services and eye-tracking  
 
Usability is defined as the degree to which hardware or software is easy, efficient or 
effective to use and is a good fit for people who use it, mostly pertaining to a ȀȋǯǡȌ. Hence, 
usability services can be defined as professional services offered to help make the 
hardware or specific software effective and easy to use for the consumer. Usability 
testing of media (e.g. websites) using eye-tracking has leapt out from the laboratory into 
commercial world is now a technology that strongly supports usability services. Our 
interview (Appendix D) with Tommy Strandvall from Tobǡ ǯ -tracker 
equipment-supplier suggested, ǲǯ companies who bundle eye-tracking services 
as part of usability research by default and sell it as a package. It gives them a 
competitive edge over othersǳ. 
For globalising a niche service like usability testing which involves collecting data on-
the-site for analysis of the media in question, cultural aspects have to be taken into 
account. While testing usability for a cell-ǯ-interface, Cross-cultural usability 
information needs to be collected by UI designers (Lee et al, 2005). Using Hofstede 
(1991) data and other information, 3 constructs were deduced that could isolate the 
cultural differences from design of the cell phone, namely global supportiveness, 
toughness (user-perceived) and cultural customisation (based on user preferences).  
The cultural differences can be noticed with the help of participant observation as an 
ethnographic means of research. Also, to extract cultural information from interviews 
can be quite tricky, unless proper variables are defined to be measured. 
Also, we can deduce that this could be a good case of client-following (Grönroos, 1999) 
where the product (cell-phone) has been globalised and hence the usability services for 
mobile software would follow on to be globalised as well. However, apart from a 
handful of reasonable challenges to be overcome, this (usability) service-offering 
presents a good opportunity to globalise, given the market potential for the product 
technology and the need for the complementary service. 
Further, Miozzo and Soete (2001) find that from a technological perspective, a class of    ǲSupplier-dominatedǳǤ           ǲǡ ǳǤ  like Realeyes would rely on 
suppliers for their technology and state-of-the-art eye-tracking equipment with which 
to carry out data-collection.  
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2.7 Constraints of this literature search 
  
Although some country-specific internationalisation patterns are mentioned in 
literature-review, the internationalisation analysis with respect to each  ǯt 
made, and in sections specific to the UK-based company Realeyes, the topic may be 
examined in context of the UK.  
The literature-search is constrained by services/service-firms only, with less 
descriptive contrast made to manufacturing sector where internationalisation is wide-
spread. Other service internationalisation cases like hospitality or Financial Accounting 
are briefly mentioned. 
Also, literature touches upon business services in the Multi-National Enterprises in 
particular, without doing an intricate analysis of MNE internationalisation.  
Finally, other modes in globalising services, like Exporting, Licensing and Franchising in 
organisations are only mentioned or briefly explained without detailed analysis. 
From the above-described myriad pieces of literature, we understand the strong link 
between internationalisation of services companies in practice and theory. 
Entrepreneurship and entrepreneurial theories are considered to be out of scope and 
hence not researched, although they are mentioned briefly to assist the analysis of SMEs. 
We also learn from the work of authors like Edvardsson et al (1993) how a conceptual 
model of internationalisation can be formed and the relation between the requirements 
for internationalisation and the various control measures service firms use.  
Having dominated most developed countries, service sector still encounters barriers 
since a large section of the services industry tries to suppress the participation of 
foreign businesses, as explained by Tim R.V. Davis (2004), Professor of Management 
Cleveland State University, USA. 
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2.8 Literature-review Summary sheets 
 
 
Table 2 - Summarises the works of literature used (Continued) 
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Table 3 - Summarises the works of literature used (Continued) 
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Table 4 - Summarises the works of literature used (Continued) 
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Table 5 ± Summarises the works of literature used 
 
 
The list of journals reviewed        (Quantity) 
1) Harvard Business Review   (1) 
2) Journal of International Marketing   (1) 
3) European Journal of Marketing   (1) 
4) Journal of Services Marketing    (2) 
5) Service Industries Journal    (1) 
 6) Academy of Management Journal  (1) 
7) Journal of Business Research    (1) 
8) International Business Review     (1) 
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3 Research Methodology  
 
Although this paper has largely made use of secondary research from 
Scientific/academic journals, white papers and library/Internet resources, it has taken 
insights from Empirical research like in-depth interviews, surveys, participant 
observation (Gatwick) and email questionnaires (N=130) deployed to plan the 
international marketing of Realeyes Ltd. Primary research methods are highlighted in 
Appendix-B. While most of the theories and frameworks to establish 
internationalisation of services were used from secondary research, decisions like 
entry-mode strategy, pricing and also risk/ ǯ    
Primary research. Figure 2 illustrates of the different aspects of internationalisation of 
services and the research techniques used to evaluate them. 
 
                                                                    Internationalisation of Servicesǣǯ 
 
 
 
 
 
 
  
 
 
 
 
 
Figure 3 - illustrates the employment of research methods and sources in writing this paper 
The above figure emphasises use of Academic journals and secondary sources of 
information mapped to finding traditional and contemporary theories, roots and 
frameworks for service-internationalisation and SME-globalisation whilst also 
discussing them in the backdrop of service-  ǯ  vice-
solution. Primary research integrates the Marketing plan with this paper to an extent 
where a sample of 130 responses were obtained through In-depth interviews with 
Secondary Research 
Scientific/Business and 
Academic journals e.g. 
Harvard Business 
Review 
Other Internet and 
Library Resources 
Primary Research  
 In-depth interviews 
with industry experts 
and directors of SMEs 
and marketing heads, 
Trade-show interviews 
Expert Survey 
findings ± Australian 
and international 
industry personnel 
Market entry-modes 
Internationalisation 
strategy & theories 
Business Services and 
Innovation  
 SME 
internationalisation 
 B2B services, how 
internationalisation 
shapes Realeyes as a 
firm and its service 
Barriers and risks to 
internationalisation of 
services 
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industry experts and personnel, face-to-face discussions with businesses on the Trade  ǲ- ? ? ? ?ǡ ǡ ǳǡ     ionnaires 
targeted to a pool of industry personnel in order to provide us insights on Barriers to 
internationalisation of Realeyes, the influences of internationalisation over Realeyes 
and its learning, B2b service-globalisation themes and market-entry-mode strategies. 
These results are interpreted using a framework of cross-tabulation and analysed. 
4 Outcomes, Analysis and Discussions  
In this section, we look at the outcomes from primary and secondary research in order 
to interpret them in perspectives and analyse to present my discussions on service-ǯ-study. 
4.1 Drivers of internationalisation      ǯ ǡ     internationalisation as a 
phenomenon ǯ
drivers. The transformation process is driven by factors shown in the figure below.  
Internationalisation Government 
regulation 
Social changes Business trends Advances in 
technology 
- Hollowing out effect 
 
- Increased services 
trade 
 
- Global customers 
- Deregulation and 
privatisation 
 
- New trade 
agreements and 
services 
 
- Increased 
consumer 
expectations 
 
- Increased 
disposable income 
and leisure time 
- Relaxation of 
professional 
association 
standards 
 
-Franchising 
 
- Marketing 
emphasis by NGOs 
 
-Outsourcing of non-
core services 
 
- Quality movement 
-  Convergence 
of computers 
and telecom 
 
- 
Miniaturisation 
 
- Digitalisation 
 
- Enhanced 
software 
 
 
 
 
 
 
 
 
 
 
 
Figure 4 -Transformation of the Service economy (Source: De Búrca et al (2004)) 
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Facilitated by 
Information 
technology 
Growth and focus on services marketing and management  
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Internationalisation has been partly caused by a hollowing out effect found due to 
labour-intensive operations being outsourced for cost advantage, thus demanding a 
more value-adding service for the high-tech manufacturing sector (De Búrca et al, 2004). 
This manufacturing sector has to globalise for survival, and hence causes its service-
providers to follow it abroad, hence causing an increase in international services trade 
by creating global customers (De Búrca et al, 2004). As figure indicates below, other 
factors like de-regulation and trade agreements (E.g. General Agreement for Trade in 
Services, GATS) to facilitate service-trade has led to globalisation of services. Social 
transformation has raised expectations of a more affluent consumer today (which has 
made the industry more competitive). Business trends like outsourcing have facilitated 
services to cross borders to Brazil, Russia, India and China (BRIC). Technology by means 
of digitalisation and the internet have provided red carpets for services on the web, 
which is borderless. Thus, services have transformed to grow global.  
Now, coming to the case of Realeyes the SME, some of the drivers we have discussed 
apply to it, although there are other factors that drive SME-internationalisation. A 
Market-seeking characteristic of the company has driven international marketing, to 
be firm-specific (De Búrca et al, 2004). However, other factors like its nature of service-
provision also facilitate international marketing.   
4.1.1 Drivers for Realeyes 
Newly started high-technology firms like Realeyes are said to have Internationalisation 
as an important opportunity available for growth (Shrader et al, 2000).  During the last 
two years, Realeyes worked its way to establish presence in 4 countries with fewer than  ? ?Ǥ ǲǳ  s still believed to be continuing ǯans into Australia.  
Opportunity-identification and exploitation is another phenomenon that is discussed to 
drive internationalisation.  The opportunity would have been seen for expansion, by 
founder/entrepreneur (Solo) or in his presence amongst a business network (Jones et al, 
2009). In International Entrepreneurship terms, an international opportunity, defined 
as an opportunity to create value in organisations through a combination of innovative, 
proactive and risk-seeking behaviour of personnel (e.g. the entrepreneur) that can cross 
borders (Jones et al, 2009) could be seen as a case for SMEs, although the firm could 
have other options for growth.  
From literature, the international opportunity could arise through Social ties rather 
than systematic, official market-research (Jones et al, 2009). The antecedents to ǯ      been  ǯ social ties, 
entrepreneurial knowledge and prior market awareness (Jones et al, 2009). Niall and ǯ    ǡ     ȋȌ  
entrepreneurial & experiential knowledge gained on the MBA programme and the 
entrepreneurship project that later gave rise to their business start-up, altogether with 
their collective market awareness could have given rise to the continuing 
internationalisation process. Their core services have mobility; the technology of eye-
tracking with portable eye-trackers has made data-collection a flexible process that can 
even cross borders. Information is portable as well, thus making the business globally 
viable. Consumers are also becoming techno-literate (Vandermerwe, 1989), hence 
facilitating Realeyes to provide high-tech eye-tracking eservices on a more global scale. 
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4.2 Motives for internationalizing services of an SME  
 
As mentioned in literature survey, for SMEs, cost-reduction and supplying to own firm 
form two of the many motives for setting-up foreign-shop. However, the objectives for 
Realeyes, which wants to internationalise its services, could be tricky to analyse. The 
visible objective Ȃ more revenue from new avenues would be one, and for a high-tech 
SME like Realeyes in its early phase, foreign market-attractiveness and potential to 
grow represents a fruitful opportunity rather than geographic distance (Ojala and 
Tyrväinen, 2007). Having expanded already into the USA, Realeyes aspires to set-up 
shop in Australia next. These countries are two instances to prove that geographic  ǯ come in its way of deciding for internationalisation.  Also, expanding 
the network-ties through international marketing and international associations might 
have to be considered. According to Elnar, co-founder, Realeyes complies with ESOMAR 
marketing standards (European Society for Opinion and Marketing Research), which  ǯ   provide services of international standard and also 
share an international platform for business and learning. Realeyes could also learn 
more about international markets and get an opportunity to build its competences, for 
instance, ǯ media, 
which is believed to add customer-value to usability-services, as seen in the Insight 
Survey finding (Please see Graph C, Appendix F). 
4.3 Stages of internationalization Ȃ evolution vs. Network perspective 
   ǯ   rnationalisation if any, let us look at 
Internationalisation in general. It is said to occur in stages over a period of time as 
Edvardsson (1993) puts it. He proposes a framework of international business ǮǯǤ This process begins with the intended strategy and 
vision for firm to expand. Its firm-specific resource-advantage, financial resources, 
Network-relations plus the reputation, all these factors interact dynamically with the ǲ ǳ ȋǡ  ? ? ? ?Ȍ ing of R&D and e-marketing activities 
amongst others. Thus, in stages, the company starts with prospecting with an 
explorative search for possible opportunities and relationships. This is followed by 
Introduction stage, where the degree of strategic freedom is less and international 
strategy shapes up more specifically. As the company establishes shop abroad, it 
commercialises and consolidates its business while its radical thinking stabilises. Finally 
when the company adapts to local market and non-market conditions, it decides to re-
orient while looking for new opportunities to grow. Meanwhile, its marketing creativity 
increases in order to sustain its position.  
Is Realeyes different? 
Let us take ǯǤ internationalisation for 
SMEs (Shrader et al, 2000) or opportunity creation vs. a Eureka Experience where 
suddenly an idea crystallises unexpectedly (Jones et al, 2009), ǯǡ ǯt look mutually exclusive, and they all could have happened in short time. Some 
firms are known to leapfrog certain stages of internationalisation or start operating 
globally right since inception (Meckl and Schramm, 2007). We know that while in two 
years the firm has established worldwide presence, a born-global firm due to the 
service-offering and networks, the firm has seen opportunities arising through its 
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network of clients or partners. And in process, Realeyes has had financial and other 
SME-related constraints and this is where it has differed strategically. ǯ
internationalisation process can be explained using the 3-stage integrated model 
proposed by Coviello and Munro (1997) merging the stage and Network approaches to 
cause accelerated internationalisation. The company has had intent to internationalise 
when it had started business. In the nascent phase of its life-cycle, the firm developed 
initial relations with larger firms for e.g. Tobii, Sony-UK that enabled it to grow and 
sustain. Over a few months, formal and informal relationships were developed, evolving 
since its initial relationship. This network development facilitated market sales, growth, 
knowledge and entry-opportunity to foreign markets (Coviello & Munro, 1997). This 
concept will be further reinforced by the forthcoming sections.  
Intended Strategy 
(Strategic Vision and Ambition) 
 
 
Strategic conditions              Dynamic interaction                     Creative Mix 
 
 
 
 
 
 
 
 
 
 
     Internationalisation process over time 
   Prospecting stage 
   Introduction stage     Accelerated  
   Consolidation stage 
   Reorientation stage 
    
                                                               Realised strategy 
                       Figure 5 -The creative perspective of internationalisation & corporate development (Adapted 
from Edvardsson et al, 1993)     in contrast with the integrated model of accelerated internationalisation by 
ȋ ? ? ? ?Ȍǯe.  
x Knowledge & Competence 
(knowledge capital) 
x Financial resources 
(Financial capital) 
x Internal and External 
networks and relations 
(Customer capital) 
x Image and expectations 
(Goodwill) 
x R & D activities (In-
house) 
x Financial activities 
(More Centralised) 
x Organisational activities 
(UK headquarters) 
x Marketing activities 
(local, e-marketing) 
        Internationalisation in 
Realeyesǯ case (Coviello & 
Munro (1997) 
1) Intent to Internationalise 
2) Exercising its networks: An 
initial relationship is developed 
with a large firm in early phase 
in an opportunistic manner 
3) Over time, a network of 
formal and informal contacts 
are developed that help 
establish market knowledge 
and foreign mode of entry 
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Although network approach was attributed to, the top-managerial/entrepreneurial 
experience and the risk-taking (Shrader et al, 2000) ability might have to be considered. 
Risks and barriers would be discussed in section 7. 
 
4.4 Determinant Variables Ȃ What needs to be measured ǯ 
international marketing strategy  
 
 In this section, we briefly consider the key variables that can determine the degree of 
internationalisation and also qualify service-internationalisation as a phenomenon in 
case of a business. As a start, shown below is a perceptual plot proposed by Castellacci 
(2009) who surveyed 302 Norwegian service-firms using three variables - International 
sales, R&D Internationalisation & overseas cooperation and found that the sectoral 
patterns that constituted internationalisation had the following components as shown 
in figure 6, which plots degree of internationalisation Ǥ  ǯ Innovative 
capability. When we try to fit Realeyes here, we get: 
Quadrant-II: Physical infrastructure services areǯt provided ǡǯt 
applicable. The firm is not low in innovativeness, neither remarkable in performance 
(Castellacci, 2009) 
Quadrant-III: B2B services are provided by Realeyes, but not personal services. The firm 
is not low in innovativeness nor has low potential to internationalise (Castellacci, 2009)  
 
Figure 6 - Sectoral patterns of internationalisation (Source: Castellacci (2009)) 
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Quadrant-ǣǡǯ
services. It is not remarkable in innovativeness or low in international performance 
Quadrant I: Holds good for Realeyes since it is an advance knowledge service-provider, 
having a good degree of innovativeness (eye-tracking) and International sales abroad 
(US, Poland, Ukraine). 
Further insights of international marketing variables can be obtained by looking at 
Insight-show results cross-tabulated in Appendix E (N=16 firms).  
Measures to overcome Barriers to internationalisation of usability services VS. 
Degree of client-awareness to usability-services (Graph A, Appendix F): This showed 
the highest percent of people believed that providing awareness about eye-tracking 
would help reduce barriers. 50% of them opined that usability service-awareness is at 
nascent, emerging or mature stage whereas the o ? ? ?ǲǯǳ.  
Also, the responses for the need for partnership in market-entry tabulated VS. 
Measures to overcome barriers to usability-services (Graph B, Appendix F) found that       ǯ  ǡ  
overcome the barriers, thus emphasising that partnership did play a role in ǯǤ When the vote for 
most popular channels in 2-3 years was tabulated against the maturity level of usability 
industry, the Web got a majority of votes from those who said usability industry was 
emergent. Web, games and video (TV) were considered by those audience that thought 
usability industry to be mature. Thus, Web segment would be attractive for the 
internationalising usability service-industry.     ǡ ǯ Monopolistic, Location-specific and Internalising 
advantages ȋȌ   ǯ     Ǥ
This forms the eclectic theory discussed in section 5.     ǯ -setting, the ability to communicate 
interpersonally and inter-culturally in social interaction can determine capability to 
internationalise.  
Other determinants include the generic mode which determines to what extent 
Realeyes would want to invest in an international market (Vandermerwe and Chadwick, 
1989) Ȃ discussed in section 5.2. Supplier, clientele and partners also determine the 
extent of internationalisation. Foreign clientele would imply services crossing borders, 
irrespective of the entry-mode. 
  
4.5 Localization vs. globalization   
  
Realeyes has four elements to its service-model, drafting the eye-tracking research, Data 
collection using the eye-tracking equipment, Interpretation/Analysis and then 
Reporting. ǯ ȂThe heat-maps and final reporting are done in a fairly ȋǯǡ ? ? ? ?Ȍǡ-collection 
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ǯ, location and environment. For 
instance, at a bar, people might act informally during collection relative to doing the 
data-collection at an office.  
Sometimes, Market segments can vary the way data is collected and analysed. For 
example, outdoor media (currently not done by Realeyes) might have to be scaled down 
t   ǯ -size and then tested as an image, since the eye-tracker is 
only several inches in width. 
The survey findings indicate that a local physical presence is definitely preferred by 17 
out of 38 responses (See Graph Plot H, Appendix F). There is also a firm opinion on tying 
up with local partners; who would know the local language and culture, hence can help 
carry out the data-collection from local public for Realeyes better (data-collection being 
one part of its service).  
4.6 Market selection and internationalisation scope 
 
Figure- ?ǯǤ
has found that firms first enter into countries within low geographic and psychic 
distance (Ojala, Arto and Tyrväinen, Pasi, 2007). However, Realeyes has entered into 
markets with farther distances as well, like the US.  Realeyes has set up shop in Poland, ǡ     Ǥ ǡ  ǯ      
confined its business to the European Union.  As mentioned earlier, higher market 
potential (Ojala & Tyrväinen, 2007) in those countries has given Realeyes incentive to 
move internationally.  ǯ   he Australian survey (N=46, 
Graph Appendix F) indicate that people are conscious of Eye-tracking services while 
awareness for general usability services is conscious/evolving in Australia. While this 
means scope for Australian sales, Kate Caldwell (Founder UX Research, Canada) says ǲthe market is very open. In order to convince customers to use eye-tracking, you 
have to support it by research, case-studies and whitepapersǳ.  However, the scope is 
also regulated by its service-offering which is discussed in the next section. 
 
Figure 7 - Ansoff 0DWUL[LOOXVWUDWLQJ5HDOH\HV¶LQWHUQDWLRQDOLVDWLRQDPELWLRQ 
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4.6.1 ǯ-offering & agility for internationalisation (100) 
 ǯȋ ?Ǥ ?Ǥ ?Ȍ
borders. Realeyes provides eye-tracking service through professional large-sample 
data-collection at present, although it could add by providing consulting service to 
improve usability, as agreed by the Australian interviewee panel (N=43, Graph F, 	ȌǤǯexpectation from a usability service, which was shared by 
14 consultants, 5 suppliers and 2 analysts on the panel.  
Having said that, consulting is a service on its own, and every different service would 
require a separate service delivery model (Davis, 2004). It is hence sensible not to add 
too many different services to your offering which could be an overhead.  
   
 
 
 
 
 
 
 
 
Figure 8 ± illustrates how Usability, Eye-tracking and Market Research are related through Cognition. 
Source: PTG Global website; http://www.ptg-global.com/method/eye-tracking/eye-tracking_home.cfm 
viewed 28/08/09  
Figure-7 shows relation between usability, market research and eye-tracking through 
cognition, i.e. a combination of usability to observe behaviour and eye-tracking to         ǯ  (PTG, 2009). This 
helps us understan  ǯ -tracking stands with reference to its 
commercial applications.     
5.  Internationalisation Strategy perspectives   
 
Authors like Coviello et al (1995) and Shrader et al (2000) agree that SMEs or 
International New Ventures undergo accelerated globalisation than stated by traditional 
Staged approach or the Uppsala Model. This is unique and needs further exploration.     Ǯǯ      literature review chapter as being 
responsible for accelerated internationalisation of new ventures (Shrader et al, 2000). 
Realeyes is surely dependent on Tobii for eye-tracking equipment and technology-
sharing for data-collection, but more as official partner. Tobii, as told by Tommy 
Strandvall in an interview, refers a client who does not want to buy eye-trackers but 
wants eye-tracking, to Realeyes. Through partner Realeyes, Tobii has success of 
Cognition 
Usability  
          Market Research 
Behaviour  Perception 
Eye-tracking  
Attitudes, Opinions, preferences 
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establishing commercial eye-tracking technology whereas Reaǯ  
benefitted from Tobii. It is a case of symbiosis; So, Keiretsu does not apply to Realeyes. 
 
5.1 Discussing the relevance of Eclectic paradigm 
  
We have already seen how Realeyes could follow a rapid 3-stage internationalisation 
process through networking. Traditional Uppsala model says that in a slow and 
incremental manner, firms make foreign commitment as frequently seen because 
internationalisation seemed risky for small firms (Shrader, 2000). However, in 2003, 
Johanson and Vahlne (Meckl and Schramm, 2007) acknowledged the research of 
accelerated internationalizing firms and followed the proposition of other authors to 
integrate the network and stage models.  
 ǯEclectic theory  ǯ -Location-Internalising (OLI) advantages (Hollenstein, 2005) 
would have emerged in our discussions earlier. The uniqueness of commercial eye-
tracking service-package, foreign location, and Internal-market transactions by means 
of alliances and partnerships indeed indicate that Realeyes possesses those advantages 
to an extent by being a cost-effective eye-tracking provider with international exposure 
and supplier-relationships (Tobii). More dominant theories applicable to Realeyes than 
monopolistic advantage exist, like the accelerated-stage model discussed in Section 4.3.  
Service-content is an inherent strength of Realeyes and other service firms. It draws 
from Eclectic theory and is shown to be integrated with the OLI advantages (Cloninger 
& Oviatt, 2007).   
The availability of human capital, measured by the share of personnel holding 
university or similar degrees (HC), is another important dimension of Ownership-
advantages (Hollenstein, 2005). Niall, Mihkel and Elnar (co-founders of Realeyes) have 
all highly qualified as post-graduates from Oxford University and hence are at good 
advantage.  
Interpersonal Communication Competence of the entrepreneur in collaboration 
regionally and internationally (Purhonen, 2007) is also discussed in literature review as 
being immensely important to gain strategic benefits of knowledge through 
maintenance of social interaction in an age of necessitated internationalisation 
(Purhonen, 2007). For both inter-firm and firm relationships with suppliers and 
international cooperative agreements where SMEs are concerned, Interpersonal 
competence is critical (Purhonen, 2007) and hence it becomes important to add this 
component as a complement to the internationalisation framework. However, how to 
learn or gain such a skill is a question of further research.  
Thus, a more integrated model for internationalisation strategy can be adapted to ǯǤ 
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Figure 9 - Final Integrated model for Realeyes' international marketing of its services (Sources: Meckl 
and Schramm, 2007; Coviello and Munro, 1995, 1997; Cloninger & Oviatt, 2007, Purhonen, 2007)  
 
5.2  Modes of Internationalisation ǯInternationalisation could include exporting, licensing offshore, 
tying-up with foreign companies or even Foreign Direct Investments. However, 
globalisation is more than just exports, encompassing all ways in which economies are 
becoming more integrated (DTI, 2007). Figure 10 shows basic modes, 
 
Figure 10 - four modes of supply (Source: DTI 2007; UN manual on statistics of International trade in 
services) 
(For SMEs) 
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Mode-1 starting from service crossing borders for supplying consumer from country A. 
E.g., on-site IT-support services. Mode-2 shows consumer going abroad, for instance, a 
tourist to a holiday resort. Mode- ?ǯ
delegate a foreign affiliate to carry out local service. Last two modes show individual(s) 
delivering services by on-site travel. Realeyes has fitted into Mode 3 as is seen in the 
past, when the firm would appoint staff to direct the local subsidiary in providing the 
service.  Face-to-face interaction would be required during data-collection, and also 
when reporting the results of eye-tracking analysis hence, introducing inseparability 
service-characteristic (Javalgi, 2003). Thus, arrangement of local presence is to be made. 
This is supported by survey responses (Graph-H, Appendix F).  
 
5.2.1 Entry-modes  
 
Direct entry-modeǡǯǤOnce 
Realeyes sets-up shop, it can venture towards building formal and informal 
relationships (Staged Network model) and possible partnering. 
Whereas Joint-ventures would require proper guidance for Realeyes to help 
choose/locate appropriate partners (Kirby & Kaiser, 2003), partnerships are not totally 
out of question, since Australian survey responses indicate that 21 out of 38 responses 
from consultants mainly, vote for tie-ups with local partners for success whereas none 
favoured a local absence/remote operation without partners.  
In case the Realeyes subsidiary decides to choose a partner, Arnold (2000) suggests 
choosing those partners   Ǯ-ǯ   -ǯ and someone 
who they are comfortable working with (Arnold, 2000). Realeyes is a young firm and 
hence needs to grow in the new market, rather than generating short-term sales. Below 
shown is the entry-mode dynamic in relation to internationalisation. Realeyes also 
would have to consider firm-control/management-control while considering 
alternatives for entry-mode. Direct entry/ownership allows full control and hence 
protects intellectual property (software) as against other modes like technology 
transfer. The survey findings indicate that a local physical presence is definitely 
preferred by 17 out of 38 responses (Graph H, Appendix F).  
Localisation decision or economic geography can provide location-specific factors 
provide advantages (Miozzo & Miles (2002); Netland and Alfnes (2007)). For example, 
most IT companies operate from a business-park called ITPL in Bangalore, India. This 
proves to be economical, convenient and also provides partnering advantages with 
similar IT businesses.  Realeyes could use location to its advantage by basing in such a 
business center. 
6. Discussions  
Globalising services: A Large firm vs. small firm  
Globalising B2B services requires following a reliable business model to ensure 
customer value-retention in the foreign market. For example, Tata Consultancy Services 
Ltd (TCS) provides IT services using the Global Network Delivery Model (GNDM).  This 
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model works on delivering solutions to customers from multiple locations worldwide, 
by helping  ǯ      ǡ   Ǯ
ǯȂ through homogeneity, for e.g. in quality 
(Annual-Report 08-09). This is thus a service-innovative, customer-oriented model. This 
is one of those companies that are part of the Indian outsourcing hub that many 
businesses globally rely on. A large company with over US $ 6 billion in turnover 
(Annual report 08-09), TCS has been described by CK Prahalad (2009) as a ǲǳ 
type organisation that allows teams and people worldwide to seamlessly partner on 
certain tasks, and also developed a way to co-create breakthrough innovations with its 
clients, hence emerging as a model of ǮGlobalisation 3.0ǯ ȋ   -
Review).  Appendix-A Figure II shows how TCS follows a high risk/high control path of 
service globalisation (Styles et al, 2005). ǡǯdifferent from the    ǯ. Whereas Realeyes depends to a large extent on drawing from 
assets enabling them to be competitive by innovating as far as possible, larger firms rely 
on capabilities related to their incremental innovations (Hollenstein, 2005). ǯ
network (Figure 11) is one of its key assets.  
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From its network resource pool, it learns about markets and sustains business activity. 
Its network is shown below to consist primarily of its partners like Foviance, Supplier-
Tobii, existing clientele and subsidiary employees. Marketing agencies also can act as 
partners and help Realeyes acquire customers, according to an interviewee (Appendix C, 
10.1.4). Potential clientele is a special case where the firm strikes relationship with 
potential customer-base from a new market they have chosen. ȋȌǲnternational usability testing is 
carried by MNCs with local companies on the ground. The model that tended to work 
involves local companies/practitioners teaming up as ad hoc team with International 
usability partners across the world and have correspondent across the world. They tend 
to have preferred suppliers and standardize their testingǳǤ   tnerships 
and global teamwork.  
7. Challenges and risks to international marketing of services 
As mentioned in literature survey, often faced challenges in SME internationalization 
are limited personnel and financial resources, as well as insufficient expertise and skills 
(Forsman et al, 2002, Purhonen, 2007). Some of them are discussed here in this section 
with respect to Realeyes and relatively weighed in terms of their impact to international 
marketing. But Shrader (2000) says, accelerated globalising small firms tend to manage 
risks by trading off one against another. This might be a possible strategy for Realeyes, 
to manage risks in a foreign market. 
From the Danish survey (Econ Analyse, 2003) discussed in literature review (2.3.3) the 
10 most common trade barriers are given as: 
1) Technical barriers 
2) Corruption 
3) Difficulty in accessing information/or change in legislation 
4) Unannounced and frequent change in rules 
5) Income Tax Barriers in other countries 
6) Hindrances linked to public purchasing 
7) State subsidies for local firms 
8) Administration of rules discriminating against companies 
9) Barriers of entry with labour and problems with work permits  
10) Restrictive rules on investments 
Most or all of these could apply to Realeyes, as these are said to be commonly found. 
 
Table 6 - Barriers vs. the number of firms in that market (ECON Analyse 2003) 
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Barriers encountered relative to the number of firms in that country (ECON Analyse, 
2003) are given. Two service-companies in the UK market encountered public 
procurement problems compared to 4.7 in China. However, it is difficult to measure the 
degree or the severity of each of these barriers which obstructs the small firms from 
offering services. These were market barriers. Discussed in the next few sub-sections 
are firm-specific and internal barriers. 
 
7.1 Financial resource constraints  
 
While working for Realeyes on this internationalisation project, it was not hard to 
realise the challenges the company was facing financially. Intrinsically, the organisation 
not only needed more customer orders, but also needed funding to communicate 
tremendously of the core competence in commercialisation of eye-tracking service-
offering strengths that Realeyes possessed.  The organisation was sales-driven, low-cost 
and with minimum human capital. To drive sales, it was important not only to 
communicate better, but also exercise the business-network available. 
Internationalisation was hence a decision made to increase sales and expand. But the 
amount of financial commitment required for globalising, especially for gaining 
knowledge was demanding. However, Networks could provide access to that 
information and know-how (Purhonen, 2007) and hence neutralise to an extent the 
financial constraints that Realeyes had. 
It was critical to communicate, both on interpersonal level for the directors as well as a 
more direct business-to-business frontal protocol necessary to sustain and grow the 
business-network. 
 
7.2 Human resource constraints  
 
Realeyes has a highly concentrated form of employee structure with the founders Niall 
Bellabarba, Mihkel Jaatma and a partner Elnar Hajiyev who is the computer mastermind  ǯ   -tracking service-provision and reporting. Ǯǯ           
sometimes plays more than one role according to the situation. For instance Niall plays 
the role of a sales director as well as a data-collection expert in the field. Again, the 
relevance of networking and communication skills comes into picture, while tackling 
this constraint. The understanding is that the founders are closely-knit, with research   ǯ   Ǥ     
common for a company like Realeyes. However, questions arise whether a dearth of 
human capital exists here. Management would have to accordingly allocate the limited 
resources for delivering a service agreed with client.  
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7.3 Barrier to eye-tracking service internationally 
Perceived Barriers to eye-tracking (survey responses) can be removed by providing 
eye-tracking awareness and communicating the Return-on-Investment (ROI) to 
customers. (Graph L, c. Appendix F) as agreed by respondents from Insight-show 
interviews and surveys (N=122).  When asked about the perceived awareness of client 
toward eye-tracking, Kate Caldwell (Canada) said there was a lot of weariness and some 
people were apprehensive of eye-tracking, but if one would communicate eye-tracking 
to be just another technique without making a big deal about it, and prove its usefulness 
through study, customers would buy it (Appendix D).  
  
7.4 Cultural challenges  
 
Perceived risks in cross-cultural marketing (Keh & Sun, 2008) do exist in marketing 
services. From Australian survey response (Graph F, Appendix F a.); over 55% of 
respondents (mostly consultants) suggested that providing advice to improve usability 
of media helped add value to their business. As part of their communication strategies, 
Realeyes could strive to provide high value-added services to increase perceived value 
and, subsequently, consumer satisfaction to enhance their competitive advantage (Keh 
& Sun, 2008). Cultural challenges exist when there is face-to-face interaction with the 
audience while collecting data. These intricacies need to be tackled.  
 
7.5 Foreign consumer behavioural challenges   
 
Strategy and differentiation  
Realeyes is a UK-based, UK-registered small business, having an international presence.    
But w      ǯ     
available services locally? Realeyes would have to align its strategy to gaining client 
buy-in on its launch to Australia. 
Eye-tracking is a service, hence unlike a product being shipped, it would not have a Ǯ   ǯ Ǥ ǡ          
intellectual rights laws in Australia. 
Realeyes UK could promote to companies better in order to show uniqueness of its 
services. ǡǯǡ prior 
International experience having dealt with foreign clients before, for e.g. clients in 
USA or Poland, and hence, could boldly market this image to its local & international 
clients. 
In any of its service-elements - Data collection or analysis or reporting, Realeyes would 
not exhibit any Country-of-Origin (COO) effect since Australians can understand UK 
English. Ǯǯ
together. Nevertheless, buy-in of the audience (at a cafe or a public place) from whom 
Realeyes is collecting data, would be important. 
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Expectations 
Fundamentally, If businesses have negative expectations of Realeyes as a foreign 
service-product in their area locally, then Realeyes can do well by exceeding the 
expectation of the customer in this regard (La et al, 2005). Simply put, prior client 
expectations are seen as a benchmark against the actual performance. Under the 
opposite condition, i.e., favourable (positive) client perceived; it is argued that the client Ǥǳȋǡ2005) ǯǤǡ
brand really well to the consumer may have to be considered. 
Tangible resources (e.g. technology) of a professional service firm are more likely to be 
easily imitated by competitors (La et al, 2005; de Bentrani, 2001). Intangible resources 
on the other hand (e.g., reputation, skills, service quality) are far more difficult to be Ǥǯto maintain its service quality, 
apart from the right skills and the right image of a quintessential global company, in 
order to achieve foreign consumer-conformance and sales.  
8. International trade of services & local policy considerations    
 
The liberalisation of services has long been a debate, also strongly opposed by countries 
like India and Brazil. The Uruguay Round (1993) and the General Agreement of Trade in 
Services (GATS) agreement that followed were mere examples of how the international 
trade of services has influenced international organisations to take steps to alter 
policies that regulate service-trade. An important policy development is the EU Services 
Directive, which tries to eliminate service-trade barriers within the EU, ensuring 
freedom of establishment, free movement of services within EU, and provide legal 
certainty to both consumer and provider of services within the EU (DTI, 2007). 
International trade policies and local government regulation influence international 
services-  ǯ  Ǥ The firm has to be well-aware of the tax 
structure and incentives available in the host country. Also, intellectual property rights 
have to be considered and read carefully since Realeyes is in possession of intellectual 
property. Realeyes needs to ensure that the duty and customs are paid for its portable 
eye-tracking equipment.  
As far as Australian trade regulations are concerned, Australia had entered into a Free-
trade agreement with the US, the Australia-US Free-Trade-Agreement (AUSFTA) 
providing bilateral benefits through tariff removals (Australia Country Guide, 2007). UK 
has a Tax-agreement with Australia on Double-tax and has made provisions for business 
operations of UK firms in Australia. ǲIntervention by Reserve Bank is minimal. R&D tax 
concessions are available for companies incorporated in Australia. Also, competitive 
grants are provided for venture capital and nascent-ǳ
(Australia Country Guide, 2007).  
Governments may severely hinder firms from entering the market with their services. 
In such cases, the Realeyes may develop relationships with government institutions to 
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treat them as their prime customers (Grönroos, 1999). For instance, Realeyes could 
approach government to help test the usability of their websites. 
9. Effects of internationalisation on Realeyes as an organisation  
Based on our previous analysis, ǯ   can hence be 
viewed as working like a control system (Figure-12) where firm constraints, 
entrepreneurial decision and his/her interpersonal skills help ensure develop a ȋǯase, Sony or Tobii), and along with partner 
ties, initiate an internationalisation process through foreign market entry by direct 
ownership (subsidiary as in the past), and hence commit resources to development, in  
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Figure 12 - 7KH ILJXUH DERYH VXPV XS WKH DQDO\VLV DQG JLYHV DQ LQWHJUDWHG YLHZ RI 5HDOH\HV¶ LQWHUQDWLRQDO
marketing strategy with its actors interacting with the firm, actuating firm behaviour and state, in sustaining 
5HDOH\HV¶LQWHUQDWLRQDOPDUNHWLQJRIVHUYLFHV Figure Created using: Coviello and Munro (1995), Arnold (2000), 
Jones et al (2009), Javalgi et al (2003), Coviello & Munro (1997), Burgel and Murray (2000), Netland and 
Alfnes (2007), Meckl and Schramm (2007); Research data from interviews and surveys (N=130) 
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harnessed by firm for repeat building competences, or communicating the service 
better. Foreign exposure shapes the firm and increases its experience which it can use 
to build brand equity and reputation. Meanwhile, risks from external factors like foreign 
trade regulations and government policies can be offset by building knowledge and 
relations with stakeholders like government and stakeholder buy-in (section 8). 
 
9.1 Use of Social media and internet 
 
We learnt from section 4 that Realeyes followed a staged Networking approach, thriving 
on strategic business and social ties. The internet is an ideal platform to network. Web 
2.0 (and 3.0 in near future) would make Social networks more secure and integrated 
place to network on the web. Twitter (information-sharing), Skype (Voice over Internet 
Phone), Facebook (social net), LinkedIn (Business/professional net) and many more 
networks provide an opportunity for business and keep up relations.  ǯ-tracking service-
providers in Australia also provides training on Social media and its use 
(Objectivedigital.com/products/social-media-workshop.html 05/09/09). However, 
social media tend to be more personal, which gives managers and entrepreneurs to 
interact since they represent the company. 
 
9.2 Use of memberships in marketing 
 
From analysing the competitors of Realeyes in Australia, it was found that many of them 
were members of associations like Australian Interactive Media Industry Association ȋȌǡ  ǯ  ȋȌ     
(WAA) that could give them the following: 
1) Presence on the internet  
2) Directory listing 
3) Invitation to Trade events and opportunity to seminars 
4) Opportunity to network with other businesses and corporate 
5) Advertising space/marketing opportunity 
Associations are a platform to business-networking. They provide a cost-effective 
opportunity to set stage to internationalisation. 
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10.  Conclusion and recommendations  
 
In the descriptive sections of the analysis, it was observed that internationalisation of 
services was a dynamic network-relationship process and being different for SMEs 
offering business services in contrast with larger firms.  
We studied Realeyes as our case using research findings from surveys. We discovered 
that Realeyes followed the accelerated Network Approach when staging its 
internationalisation. The resultant framework was drawn from the staged Network 
model & Eclectic paradigm associated with interpersonal communication competence 
and Service content.  
It is recommended that the firm should continue to maintain its network-relationships  Ȁ ǡ   ǯ Ȁ 
hone its interpersonal communication skills in order to network better and  ǯ        -tracking service, in 
order to sustain its international competitive advantage. It must try and demonstrate a 
customer-oriented, proactive approach to offering the foreign-client service-quality.   
Realeyes must forge strategic relationships with its key stakeholders, especially the 
supplier Tobii, and the host government are important. The latter would help neutralise 
any political risk, anǯthrough its association with it.  
International marketing involves costs; since Realeyes is cash-constrained, it is 
recommended to use social media and cost-effective means of networking via internet, 
which will also offset the human-resource costs by assuring that someone in the 
network will be there to assist if a resource bottle-neck occurs.  
Memberships with B2B associations and other marketing/media associations could be 
taken; they serve as effective methods of opportunity-creation. 
Service-content in a young firm like Realeyes was discussed to play an enormous role in 
determining the internationalisation. Realeyes should maintain its richness in service-
content and provide good quality eye-tracking as a potent complement other usability 
techniques.   
The above recommendations will help Realeyes internationalise its service more 
effectively and sustainably. 
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APPENDICES 
 
Appendix A: Research tables 
 
Service Characteristics (Explained in Literature Review chapter: 2.3.1) 
 
 
Figure I: Adapted from Torben Vad, ECON Analyse, 2003 
 
 
Our services are closely linked to the delivery of 
manufactured goods from our own firm or other firms
Our services have high knowledge content (i.e., requiring 
high degree of knowledge either in production or delivery) 
Our services are unique (i.e., all services are adapted to 
requirements of individual customers) 
Our services & production processes are continuously 
updated 
Our services form part of producing material products (PC 
games on CD) rather than non-material products
Our services are relatively standardised
Our services require face-to-face meetings with customers 
only for contract negotiations purpose
A permanent local presence is important for our service-
delivery
Our services are delivered via telecom networks (e.g., e-
commerce)
Our services require face-to-face contact with customer at 
delivery-time 
67.8
61.8
60.6
52.5
50.4
41.1
36.6
36.4
35.1
32.5
% of firms showing agreement
% of firms showing agreement
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Styles et al (2005) model applied to TCSǯ globalisation of its services 
Figure-II shows a service-ǯ  ȋ ? ? ? ?ȌǤ ǯ         
clients/partners forms the foundation. Intangible services through decades of overseas 
experience complement tangible services with unique products (E.g. mKrishi for 
farmers, Annual report 07-08). Since high face-to-face contact with client is needed on-
the-site, interpersonal skills are necessary. With local presence in many continents, TCS 
requires high levels of partner support. TCS also faces a high-control/high-risk strategy 
since it provides face-to-face contact (inseparability, Javalgi, 2003) (Cloninger & Oviatt, 
2007) of services. 
  Figure II - The ǯ-delivery 
(Adapted from Styles et al, 2005) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Intangible/Low face-to-face 
Services  
Uniqueness of Service 
Intangible/High face-to-
face Services  
High-Control/High Risk 
Strategy 
Tangible/Low face-to-face 
Services  
High Levels of partner 
support 
Services with High face-to-
face contact  
Customer service 
Interpersonal skills 
Local presence 
Wholly intangible services  
Reputation worldwide 
(Tata Group Company with 
40 years experience)  
Technical Skills of staff 
Intellectual property: Key 
source of competitive edge 
Overseas Experience  
Services with tangible 
elements  
Product uniqueness 
Dedicated on-site team for 
maintenance and support 
with 24 hour on-call 
provision if agreed on 
contract with foreign client 
Foundation Performance Drivers for  
x Long-term commitment to the market 
x Relationship and network development 
x Patience 
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Appendix B Ȃ Research data obtained for drafting the marketing plan used 
in this work 
 
1) Research methodologies summary 
Research type Research 
Methodology 
 
The purpose for applying this method 
Qualitative Structured 
interviews 
To establish  
1) organizational learning 
2) Segmenting: Exploring Australian market 
segments 
3) Examine the need for usability service in 
Australia 
Ethnography Participant 
observations 
ǯ-process feasibility analysis 
Semi-structured, 
behavioural 
Face-to-face 
interviews Ȃ At 
the Insight Show 
trade event, 
2009 
To assess the B2B perspective of usability services 
and taking eye-tracking offshore from usability 
experts and company directors at Trade Show Ȃ 
ǯ ? ?ǡ 
Quantitative Web/Social 
Media/Email 
survey 
To achieve more B2B insights on 
internationalizing of business solutions through 
networks 
 
2) Interviews, questionnaires and responses 
Total N=130
 
Interviewee list, N=8 
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Appendix C:  Horizontal analysis of what each of the 8 interviewees said 
about internationalisation (N=8) 
 
1) When we asked the experts about Eye-ǥ 
 
Name Current applications of eye-tracking Group 
James Breeze Web usability, academia (PhD Research, Child 
Psychology), Ophthalmology 
Competitor 
Kate Caldwell Web usability, print ads, packaging design, point of 
sale 
Competitor 
Toby Biddle Web usability Partner 
Claudia 
Mcinerney 
Video games, online and outdoor advertising and 
interaction. 
Client/Partner 
Tommy 
Strandvall 
Search behaviour, print media layout and advertising. 
Academic research (70%) for studying human 
behaviour. It is also being used for art, packaging, 
mobile phones and many more. 
Supplier/Partner 
Cinnamon 
Pollard 
Web usability analysis Client 
Ruzbeh Not asked Client 
Tony Marlow Web usability Client 
 
 
2) When we asked experts about the most popular ǥ 
 
Client Name Products and Services Marketing Channels 
Claudia 
Mcinerney 
(Grey Group) 
It is an advertising and 
communication agency 
Television, magazine, outdoor, 
mail, online campaigns, direct 
marketing 
Cinnamon 
Pollard 
(Livewire) 
It is an online community 
aimed at 11-21 year olds who 
are suffering from illnesses like 
cancer, leukaemia, etc 
Online ± search engine 
optimization (SEO), Google ad 
words, free advertising through 
content partners, mobile 
applications, livewire on wheels 
Ruzbeh 
(Nokia Music) 
Online Music downloads Web, outdoor-advertising, print 
media, television, radio, movies 
Tony Marlow 
(Nielson Online) 
Web Usability, Online surveys, 
Email advertisements, 
Qualitative research, Market 
reports, Analyze trends, etc. 
 
Sales team 
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3) When potential competitors/partners were asked to comment on their 
perception of the Australian market for eye-ǥ 
 
Name Perception of Australian market Client Awareness 
 James 
Breeze 
Tech savvy ± Producer and user of latest 
technologies. Web usability is competitive. 
High in web usability 
Toby 
Biddle 
The usability market is big enough and 
FRPSHWLWLYH7KHUHDUHQ¶WPDQ\H\H-tracking 
service providers in Australia but the market is 
growing and there is scope for future growth. 
Clients are largely unaware of 
the knowledge that can be 
provided by eye-tracking. 
Claudia 
Mcinerney 
The market is still young. Eye tracking 
services will have to be overlaid / blended into 
existing tools of research. 
Clients would like to use it as 
one-off to get some 
experience 
Kate 
Caldwell 
The market is very open. In order to convince 
customers to use eye-tracking, you have to 
support it by research, case-studies and 
whitepapers. 
There is lot of weariness. 
They will believe it if you can 
prove them with the help of a 
study that it does what it is 
expected to do. 
Tommy 
Strandvall 
Australia is an important and mature market 
having lot of I.T based software development. 
Eye-tracking has been present in Australia for 
a long time. Few companies and many 
universities have been doing research in eye-
tracking for many years. It is a big market. Lot 
of business opportunities related to online 
activities and software. 
Usability services ± Eye-
tracking is accepted as a 
proven methodology for doing 
research. It is one of the tools 
in the tool box. 
Marketing Research ± It is 
new and yet to be completely 
accepted. Lot of trials in 
process. 
 
4) When clients were asked whether they felt eye-tracking added value to 
their products and services and their willingness to pay for eye-tracking 
ǥ 
 
Client Name Does eye-tracking add value? Are you willing to pay for these 
services? 
 Grey Group 
(Claudia 
McInerney) 
Yes. Online websites with high 
level of interaction, expanding 
banners. Whether people pay 
attention to advertisements, 
expanding banners. 
Yes, can convince their clients to pay 
 Livewire 
(Cinnamon 
Pollard) 
Yes. Comparison of eye tracking 
of a normal person against 
someone with mobility impairment 
Yes, when their website and mobile 
application is redesigned in future 
Nokia Music 
(Ruzbeh 
Bacha) 
Yes. Like it helps to understand 
FXVWRPHU¶VGLVWUDFWLRQRIWKH
website 
Yes 
Nielson 
Online (Tony 
Marlow) 
Yes, eye-tracking should be one 
of the complementary tools 
No 
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Appendix D: International Interviews  
 
I have hand-picked 3 out of 8 in-depth interviews of people from Usability and eye-
tracking industry to list all of their responses, since all 3 (Kate Caldwell, Ruzbeh Bacha 
and Tommy Strandvall) are non-Australians and hence can provide an outsider-view of 
internationalisation of services for Realeyes.  
 
 
1. Summary of Interview with Kate Caldwell 
 
Kate Caldwell: Part-Owner and Founder of UX Research, Canada. 
x Email: kcaldwell@ux-research.com 
x Tel: +1-514-502-5862 
x Website: http://www.ux-research.com/Afficher.aspx?langue=en 
x Interviewed on 10th June, 2009 at 4.00 pm (UK standard Time) 
x Interviewee is a possible competitor/partner 
 
1.    What are the current applications of eye-tracking? 
Kate Web usability. Use SMI trackers. Just conducted a 100 person survey on 
respondent usage of online surveys. Marketing research groups are very 
interested. Controversial comments from usability professionals that eye-
tracking is not useful.  
Eye-tracking adds a quantitative perspective that helps to focus the analysis. 
Being able to use it for usability testing that is pre-determined is interesting if 
you want to know transactional websites readable, flow of information Ȃ if one 
thing is seen before another. 
If you are an e-commerce website, you want to know how one is purchasing 
something.  
Eye-tracking has added value to focus on order, how things are being scanned 
by user. 
Variety of applications in print ads, packaging design, point of sale. 
Eye-tracking vendors have responsibilities of pointing out their pros-cons 
depending on what clients require. Machines are expensive, eye-tracking 
service providers are misguiding clients on its applications. 
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2.    What is your perception of eye-tracking market?  
Kate The market is very open. In marketing research, when there is less money and 
budget, you may find it difficult to convince clients to use newer or very nascent 
types of methodologies. Customers will prefer tried and tested approaches like 
online surveys, telephones, etc. In order to convince customers to use eye-
tracking, you have to have to support it by research, case-studies and 
whitepapers. You cannot over-price it or chare them for things you do not know 
the pros and cons. 
 
Australia:  
There are eye-tracking firms in UK. Also, UX Research - Australia is a different 
firm. They are much bigger. Kate does not have an idea of that market at all. 
However, international usability testing is carried by MNCs with local 
companies on the ground. The model that tended to work involves local 
companies/practitioners teaming up as ad hoc team with International usability 
partners across the world and have correspondent across the world. Have 
preferred suppliers and standardize their testing. For Kate, international 
usability testing is like international usability qual. 
If you are doing quantitative then it will involve interpretation of questions. 
International Eye-tracking project Ȃ Is everyone running the same setup 
(software/hardware) across the globe. How are you going to guarantee all the 
parameters remain the same at an international level? There are cultural 
aspects, priming, scripting. How are test groups (samples) in different countries 
given instructions to perform pre-defined tasks? How do you decide the sample 
size? 
 
A lot of content online is dynamic, and then analysis can become very massive 
and complex. Their recent 100 person eye-tracking study may require 200 
hours of pulling data. 
You have to look at your strategy. Is the test web based or dynamic? 
 
 
3.    What is the nature of competition? (Monopoly/Oligopoly/Intense Competition) 
Kate Canada Ȃ There is still lot of traditional methodologies being employed. Client 
awareness, budgets, etc. Canada is not supremely innovative like the UK and 
Europe. In USA, there are pockets where innovation is being carried and some 
of them are moving over to Canada. 
 
4.    What was your motivation for choosing eye-tracking as a market research method 
and business model? 
Kate Kate had used it for usability testing and behavioural observation. It is fantastic 
tool to get insights for design, print ads and packaging. 
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5.    What are the pros and cons of Eye-tracking with respect to its substitutes, if there 
are any? 
Kate It is not a substitute for anything but completely different method. You can 
work what the user has seen or read. It is not the same as they have understood 
or liked something. It is not answered by eye-Ǥǯ
answered by eye-ǫǤǯǡǯǡ, scan paths are well answered by eye-tracking.  
 
If clients have informational or transactional goals then eye-tracking can help 
understand them.  
 
 
6.    Describe your service-product lines. 
Kate UX Research and consulting is specialized in user-experience, usability, 
technology adoption and integration, branding, marketing. The other company 
is involved in traditional fields but moving very fast into online research and 
more behavioural stuff. Eye-tracker belongs to that sector. Usability per se for 
online research is one aspect. Kate is involving mini-groups to talk about their 
perception about online advertising. 
 
 
7.    What is your annual sales revenue? 
Kate NA 
 
8.    Out of channels of service provision like Web, Print Media, Video, do you think any 
particular channel is more profitable than the other? If so why?  
Kate It depends on how you package your services. If you are a usability specialist 
then your range is limited because clients may be more interested in 
transactional data like e-commerce, online, offline etc. The more applications 
you can display competency of eye-tracking, the better off you are going to be. 
This is also valid for market research. They will look at bundle of tools like focus 
groups, surveys and others. Use whatever is required to achieve the objectives 
of the client. 
 
If you are eye-tracking specialist then it may be difficult depending on market 
maturity. That is your only entry point. 
 
 
9.    What kind of equipment do you use for eye-tracking? 
Kate Kate has used Tobii in the past. Issues with them are: Jpegs that got generated 
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from a web session on a screen-by-screen were sometimes mismatched with 
the tracks. They are a very large company providing poor customer support 
considering their expensive machines. Call-backs, whitepaper support, etc Ȃ ǯǤ 
 
Presently, using SMI web trackers. SMI are better at after sales support. SMI are 
better at educating their customers at best practices. As a client, they can 
provide R&D feedback to SMI and help improve machines and software. 
 
10.  How do you collect data for eye-tracking? What is your sample size? 
Kate If the web is not dynamic then you can do some pre-determined tests depending 
on level of required cost-effectiveness.  
 
If you are doing a dynamic test with lot of interactivity then it may not be cost-
effective. You will be in control of stimulus and look to quant them at that level. 
Or run a short attractive sequence through and try and pull the data and come 
up with the results. Depending on the parameters, requirements, you will have 
to adopt the strategy. 
 
11.  How long does it take for you to analyze the collected data and present it to the 
client? 
Kate Design the research and analysis strategy before the field plan. Provide a field 
plan. Collect data and provide the analysis. 
 
12.  Do you have long term contracts with clients? 
Kate NA 
 
13.  How do you price your products or services? 
Kate SMI Eye-trackers need an initial 30000 dollars investment in Canada. High fixed 
costs. How are you going to get your payback? You need to offer it in as many ǯǤ
cutting edge applications use eye-tracking but cannot impose it on every project 
of the client. You have to be clear about their usage for the client that adds value 
to them and in line with their goals. You have to provide them the best and most 
cost effective way to achieve their objectives. 
 
Identify hard costs and all of them are pretty much market level pricing. 
Examples are Focus group facilities, eye-tracking, recruitment, online 
capabilities. Eye-tracking is priced as an assisted field product. Separate the 
consultancy costs from that of the machine. It is considered as part of the 
structure of the company. Soft costs include research design, analysis, etc. 
Depending on the people involved, it will be decided.  
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14.  Can you tell us about your major target segment? Why? 
Kate UX Research focuses on internet online channel and user/consumer experience, 
behavioural usability stuff. Also does retail, in-store walkthroughs, 
ethnography, information architecture, etc. 
 
15.  What is the level of awareness of eye-tracking amongst customers? What is their 
attitude towards eye-tracking and your perceived service? 
Kate There is lot of weariness. They will believe it if you can prove them with the 
help of a study that it does what it is expected to do. Some people are 
apprehensive of using eye-tracking. 
At some point it has to be seen as just another technique rather than making a 
big deal about eye-tracking. The more magical it seems for people, the more it 
becomes like a double-edged sword. 
16.  Do you encounter Barriers like regulation? What are the challenges to your business? 
Kate Growing the business. Glad for not opting to take up VC funding. The act of 
doing business is more important than the results it generates. 
 
17.  Could you talk about key stakeholders who add value to your business?  
Kate UX Research is playing the role of a mediator/intermediary between clients and 
their end consumers. As Market researchers it has to help strengthen that 
relation and help people make the right decisions. 
 
18.  Do you think Realeyes could add value to your business by partnering with you and 
complementing your services? 
Kate Presently, working with SMI and happy with it. It is a peer to peer relation and 
is not a key stakeholder in UX Research. On the other hand, Tobii has research 
companies who are also their resellers which are wrong positioning for a 
research company. UX Research does not want to become reseller of any 
product. 
 
19.  Do you think eye-tracking applications will change in future? 
Kate Improved speed of on-screen recognition. More support needs to be given to 
analysts and operators. Eye-tracking is not ubiquitous because people are 
treating it like this magic machine or MRI machine. It cannot tell you what you 
are thinking but can provide answers as to what you are seeing. You need to 
explain its application in terms which people can understand easily. In survey 
design, you need to pre test in order to see that all items are being screen on-
screen. In packaging, at the time of picking how easy it is to understand things 
about the pack like ingredients, nutritional information. At design, you are 
looking to move people through an advt. If you are designing intentionally, then 
it is a good case of doing eye-tracking. 
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20.  What is the role of psychology played in Eye-tracking? 
Kate Certainly, people are doing it. 100 people were asked in an online survey to 
indicate what they had seen first on a webpage/ad and compared with their 
corresponding eye-tracking results. There were a percentage of people where 
there was greater correlation between results from eye-tracking and their 
feedback. In some cases, there was difference between what people saw and 
what they claimed to have seen first. They wanted to give socially 
acceptable/desirable answers. 
 
 
 
2. Summary of Interview with Ruzbeh Bacha 
 
Interviewee profile 
Ruzbeh (MBA (Oxford), ACA) is an established business strategist working in business 
development at Nokia Music, UK. He helped us gain insights on international marketing ǯǤ 
x Email: ruzbehb@yahoo.com 
x Tel: +44 0782 783 0663 
x Website: http://musicstore.nokia.com/gb/en/ 
x Interviewed on 8th July, 2009 at 4.00 pm (UK Standard Time) 
x Interviewee is a possible partner/client 
 
Corporate Identity 
 
1. What are your main products and services?  
Ruzbeh Nokia music has two major product lines: 1. Unlimited download 
music and 2. Buy one at a time.  
And for if we outsource the website, as I know, we may have some 
consultants working from outside. ǯ
my understanding it will be very similar to other big organizations.  
Decision making is through Centralized head to decide the theme but 
let the regional to design the rest.  
 
 
2. Through what channel(s) does the company mainly sell the products or services 
of the clients? 
Ruzbeh Direct & contract 
 
3. Which are the marketing media you think are growing? 
Ruzbeh A mix of everything depends on who we are targeting.  
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Current Situation 
4. Who are your (key) competitors? What key features of your website differentiate 
you from your competitors? 
Ruzbeh ǯǤǲǳǯǤǯ
different concept.  
 
5. ǯǯ
product(s)? 
Ruzbeh (Not asked) 
 
 
 
6. What is your market size/share? 
Ruzbeh Not asked. 
 
 
Marketing Challenges 
7. What do you feel is the biggest challenge in getting your message across to 
customers? 
Ruzbeh Explaining the idea to the customer. Buyer would be the younger 
side, but you can also think a way that now even 40-50 are using 
computers.  
 
8. How do you test the effectiveness of your marketing media? 
Ruzbeh I am not the right person to answer this question. 
 
Customer Awareness 
9. What is your understanding about eye-tracking and its applications? 
Ruzbeh Ruzbeh has heard and tried eye-ǯ
classmate in Oxford. (ǯ
is not in charge of marketing(. 
 
Acceptability 
10. Are any of the discussed applications useful to your existing products on services 
or marketing channels? 
Ruzbeh ȋǯǯǤȌ 
 
11. Is the information extracted using eye-tracking valuable to you?  
Ruzbeh Yes. Like it helps to ǯ
website. And it helps to sell from a desktop, but for cell phone, not 
sure because of the size of screen. 
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12. If yes, then would you be willing to pay for this information? What percentage of 
your marketing budget would you be willing to spend? 
Ruzbeh Yes, but that depends on the advantages.  
 
 
13. If no, why do you feel eye-tracking information does not value? How can the 
information be provided to add value? 
Ruzbeh Yes, definitely.  
 
Growth potential 
(Because Ruzbeh ǯ
business, we decide not to ask this part) 
14. Do you feel that eye-tracking has scope for growth in Australia?  
Ruzbeh (Not asked this question) 
 
15. Are there any particular fields where eye-tracking may be better used in 
Australia? If yes, then why do you feel so? 
Ruzbeh (Not asked this question) 
 
16. Are you aware of any companies providing eye-tracking services in Australia? If 
so, have you used their services or partnered with any of them? 
Ruzbeh (Not asked this question) 
 
17. Eye tracking comprises of data collection, data analysis and recommendations Ȃ 
Which of these services would you be interested in? 
Ruzbeh (Not asked this question) 
 
18. In the near future, would you like to be contacted by the Realeyes team? 
Ruzbeh (Not asked this question, and Ruzbeh knows Realeyes already ) 
 
19. We would be grateful if you could provide some contacts from your business 
network, who you feel could make use of the eye tracking information that is 
being provided by Realeyes.  
Ruzbeh I have contacted Australia to get the right person to talk. But it ǯǤ 
 
20. Have you ever used eye-tracking? 
Ruzbeh ǤǯǤ 
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3. Summary of Interview with Tommy Strandvall 
 
Interviewee profile 
Tommy Strandvall: Manager at Tobii Technology, Sweden. Tobii Technology is a world Ǥǯ
and deliver training solutions for clients within the field of eye tracking in market 
research, usability research, user experience research and academic research globally 
within the company. Additionally he is involved in the development of Tobii products 
and solutions. He is also been an experienced speaker at many conferences and events, 
currently focusing mainly on eye-tracking methodology, user experience research, using 
eye-tracking in market research and especially presenting what eye-tracking research 
has revealed about our behaviour online and offline. 
 
x Email: tommy.strandvall@tobii.com 
x Tel: +46 8 522 951 32 
x Website: www.tobii.com 
x Interviewed on 12th August, 2009 at 4.00 pm (UK Standard Time) 
x Interviewee is an existing eye-tracker supplier/partner 
 
1. Which are the marketing media you think are growing 
Tommy Marketing is a step behind. Whatever is in, marketing tries to follow that. 
Many companies are marketing on Social networking websites like Facebook 
and twitter. Viral videos have been popular for some time now. 
 
2. What is the role of eye-tracking in usability testing and marketing research? 
Tommy Usability services Ȃ Eye-tracking is accepted as a proven methodology for 
doing research. It is one of the tools in the tool box. Vital insight can be gained 
from user behaviour. It stimulates users to provide feedback. It is more 
qualitative. 
 
Marketing Research Ȃ It is new and yet to be completely accepted. Lot of trials 
in process. Biggest challenge is which methodologies to use and what 
conclusions to draw from the results. It is more objective and involves 
quantitative approach. 
 
3. What is your take on the business environment of usability industry? 
Tommy Easiest one is the web/online as you have clear return on investment. 
 
4. What is your perception of Australia as a market? Where does it stand globally? 
Tommy Tobii have one reseller in Australia (Objective Digital) who has full right to sell 
their products in Australia. They also have a staff member who is helping the ǯǤ 
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As Australia far away, it is hard to do business in Australia virtually. From an ǯf view, one needs to have local presence as 
people are doing a large investment while buying eye-tracker. However, eye-
tracking service provider might be able to do away with virtual presence. 
 
Australia is an important and mature market having lot of I.T based software 
development. Eye-tracking has been present in Australia for a long time. Few 
companies and many universities have been doing research in eye-tracking 
for many years. It is a big market. Lot of business opportunities related to 
online activities and software. 
 
5. What are the pros and cons of eye-tracking with respect to its substitutes, if there are 
any? 
Tommy Pro Ȃ It is relatively easy to get results. Con Ȃ However, it is also very easy to 
misinterpret the results. Results can be influenced or faked by choosing 
wrong kind of participants. 
 
6. What is your market share in Australia for eye-tracking? 
Tommy Tobii has the largest share in the market in terms of web usability. However, 
in other fields of application like automotive the local competitors have an 
upper hand. The future looks good too. 
 
7. How are Tobii machines different from your competitors? Does eye-tracking 
equipment have substitutes? 
Tommy The biggest competition is studies without eye-tracking. Software that records 
user behaviour without eye-tracking at $800. Then there is web analytics 
which is an easy way out rather than using eye-tracking. 
 
Eye-tracking is a complementary service. It is used to solve web problems. It 
has several benefits over traditional methods. It is a very educational tool as it 
is able to show and tell the audiences (decision makers) that how the users 
are behaving in an objective manner. Market research may show some 
statistics or charts but it is not as intense as eye-tracking. Results are much 
more convincing and serve as an eye-opener. 
 
8. What would be the sample size for an eye-tracking study? 
Tommy It is an eternal question which has no easy answer. It depends on the expected 
output of the study. If the end result needs to be quantitative analysis 
involving correlations then one needs a larger sample size like 25 and up for 
the statistical methods to work. It might go up to 50. However, for a 
qualitative approach the sample size required is much smaller say around 5 to 
10. For packaging, one may require around 100 users. 
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One also needs to take into account the amount of risk involved. If Coca Cola 
wants a new look then the sample size needs to be much larger as the impact 
is global. 
 
9. How long should it take to analyze the data and present it to the client? 
Tommy It depends on how long the client is willing to wait. Generally, for the clients 
the sooner the better. However, you must take into account the volume of data 
to be collected and the type of users required to take the survey. Personally, 
one should give it sufficient time to conduct a thorough study rather than 
doing it very quickly in a haphazard manner. 
 
Generally, collecting data is the easiest. If the expected output is clear and one 
has a good and proven methodology then analysis can be done quickly. 
However, if it is an exploratory study where one does not know what is 
exactly to be observed then analysis will take longer. 
 
10. What kind of relationship does Tobii have with its resellers and users? 
Tommy For the user, the updates to Tobii software are free. However, upgrades from 
one version to another (couple of times of year) require service contracts.  
 
Tobii has very close relations with their resellers and they teach them how to 
promote eye-trackers, use the software and hardware. They have full right to 
the market, no direct sales in that sector. 
 
Tobii promotes eye-tracking technology by visiting around 50-60 exhibitions 
and conferences every year. They are trying to stimulate people to write about 
eye-tracking, share their results. Make cases out of their studies. Roll out press 
releases. Make an effort to be present at events where their clients are. 
 Ǥǯ-
trackers but want an eye-tracking study then they are referred to Realeyes. 
  ? ?Ǥǯǫ 
Tommy Eye-tracking is very sexy. Lot of clients are of the opinion it makes their 
research look hotter. By including eye-tracking you can easily impress your 
clients and it becomes easier to sell research services. It is easy to give a demo 
and show the results immediately. They make the output look concrete. 
 ǯ-tracking or eye-tracker? 
 
For selling an eye-tracker, the buyer is already aware of eye-tracking. Then it 
requires selling your hardware and software. Tobii has a competitive edge in 
terms of ease of use, robustness and it is easily able to track the movement of 
eyes of close to 95% of the population. Other eye-trackers are slightly limited 
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in tracking eye-movements. 
 
For selling eye-tracking, clients have to be made aware of the technology. 
They have to know the value added to usability, market research, return of 
investment and convince them that is gives them something extra. 
 
 
 
12. How does Tobii influence the price of eye-tracking? 
Tommy ǯve any say in the way eye-tracking services are priced. There 
are companies who bundle eye-tracking services as part of usability research 
by default and sell it as a package. It gives them a competitive edge over 
others.  
 
13. What is your major target segment? Why? 
Tommy 1. Traditional academic research (70%) 
2. Usability 
3. Market research 
 
14. What is the level of awareness of eye-tracking amongst customers? What is their 
attitude towards eye-tracking? 
Tommy It is similar to US. On the other hand the UK market is slightly mature. 
 
15. What are the challenges/barriers to your business? 
Tommy It is harder to sell eye-tracking than eye-trackers. The more buzz there is 
about eye-tracking the more interest there will be. 
 
Bureaucracy is a big hurdle while entering new countries. It operates in 
around 60 countries.  
 
16. Do partners like Realeyes add value to your business? 
Tommy Tobii has many resellers but limited number of partners. Realeyes is the data 
collection partner. Similarly, they have methodology partners who sell their 
methodology in which to conduct/design a research. They also a few software 
partners who provide tools or add-ons to assist Tobii eye-tracking software. 
There are also academic partners. 
 
Realeyes provides Tobii feedback about how to improve their software and 
hardware. 
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17. What are the current eye-tracking applications? 
Tommy Search behaviour, studying how people read magazines, newspapers, layout, 
and advertising. Biggest use is academic research (70%) like child research, 
reading, etc that provides insight into human behaviour. It is also being used 
for art purposes. It is being used for packaging, mobile phones and many 
more. 
 
18. Do you think eye-tracking application will change in future? 
Tommy Yes, linking eye-tracking with tools measuring emotions and neurology is the 
next big thing. It is hard comment for sure where it will be in future. 
 
19. What is the role played by psychology played in eye-tracking? 
Tommy Yes, without the firm knowledge in psychology one might misinterpret the 
results. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
NUBS MBA 08-09 Internationalisation of Services: Realeyes Ltd Page 65 of 73 
 
Appendix E Ȃ ǯ ? ?Ƭ 
i. Insight trade  ǯ09 at London: face-to-face interview 
responses (N=16) 
        
1. What are the most popular marketing channels according to you ?  
  Print 
media 
Video Web Games Desktop/mobile 
applications 
Packaging - 
Labels 
Other 
Response 
Count 
6 7 15 5 4 3   
        
2. What channels do you think are going to gain popularity in 2-3 years? 
  Print 
media 
Video Web Games Desktop/mobile 
applications 
Packaging - 
Labels 
Other 
Response Count 0 6 13 12 6 0   
        
3. How do you perceive the maturity level of usability service industry? 
  Nascent Emerging Mature Obsolete Can't say   
United Kingdom 1 9 6 0 0   
Australia 1 4 2 0 9   
        
4. What is the level of client awareness of usability services? 
  Unaware Conscious Evolving High Can't Say   
United Kingdom 3 6 2 5 0   
Australia 0 6 0 1 9   
        
 
 
       
5. How do you perceive the maturity level of Eye-tracking service industry? 
  Nascent Emerging Mature Obsolete Can't say     
United Kingdom 7 6 2 0 1     
Australia 2 2 0 0 12     
        
        
6. What is the level of client awareness of eye-tracking as a service? 
  Unaware Conscious Evolving High Can't Say     
United Kingdom 7 8 1 0 0     
Australia 3 1 0 0 12     
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7. As a consumer, what would you expect from usability services to add value to your  
Business? 
  Provide advice 
to improve 
usability of 
your 
marketing 
media 
Provide more than just eye-
tracking services, uch as focus-
group research and professional 
training 
Be just cost-effective 
standardised eye-
tracking solutions 
provider 
All of 
the 
above 
Other 
Count  5 7 2 4 1 
      
 
8. How much would you value new strategic alliances while setting up a business, say in 
Australia? 
   Not 
essential 
If need arises, to complement 
your services abroad 
To avoid bureaucracy 
and newcomer's risk 
Unconditionally 
essential 
Can't 
Say 
 Response 
Count 
2 8 0 4 1 
  
9. In the order of your preference, what are \RXUYDULRXVUHVHDUFKWRROVWKDW\RX¶GXVHIRU
testing media usability? 
  1 2 3 4       
Eye-tracking 1 6 1 0       
Expert Evaluations 5 2 2 1       
User-Centred Design 7 1 1 0       
Other Psychological Research 0 0 2 5       
10. What do you perceive as barriers to accepting eye-tracking for usability for e.g. lack of 
willingness to accept the technology? 
  None Providing training/awareness 
sessions on eye-tracking 
services and its ROI 
Provide 
after 
sales 
support 
Rely on strategic 
partnerships to 
complement your existing 
services 
All of 
the 
above 
 
Other 
 Response 1 6 0 4 3 1 
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11. How much would you be willing to spend on eye-tracking service as a percentage of 
expenditure on usability services? 
  Nil Less than 
5% 
5 to 
10% 
10 to 30 
% 
Greater than 
30% 
    
Response Count 3 4 5 3 0     
 
 
 
 
12. How much would you be willing to spend on eye-tracking service as a percentage of 
your marketing budget? 
  Nil Less than 5% 5 to 10% 10 to 30 % Greater than 30%     
Response Count 3 7 3 1 0     
 
 
 
 
13. If you did a project using eye-tracking, then how much customer value you think, is 
relatively gained? 
  No Gain or Loss 10-20% 
Gain 
20-40% 
Gain 
Greater than 40% Can't 
Say 
    
Response Count 2 7 3 1 1     
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Appendix F: Cross-tabulation of responses of interviews & surveys 
 
Survey websites:  
1) surveymonkey.com: 
http://www.surveymonkey.com/MySurvey_Responses.aspx?sm=sPWmohG9tQd
H5XaKR12idk73frTN49juUqDTxx0uGwA%3d  
2) smart-survey.co.uk http://control.smart-survey.co.uk/data/results/?i=13216 
 
a) Shown below are key results of marketing research carried out during the 
International Marketing plan development, some of which might be useful to ǯenon in foreground of its 
business services.  
 
Findings at Insight Trade Show at Olympia, London from 30th June to 1st ǯ ? ?ȋ ? ? ?Ȍ 
 
 
 
  
A. Graph Plot shows Measures to tackle barriers to internationalisation vs. Degree of client 
awareness of usability services, cross-tabulated (Question 10 vs. Question 4) 
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B. Need for strategic alliances during Entry-Mode cross-tabulated with measures to tackle 
perceived barriers to accepting eye-tracking (Question 8 vs. Question 10) 
C. Cross-tabulated responses of perceived customer-value from usability services against the 
perceived maturity level of usability service industry (Question 7 vs. Question 3) 
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a) Cross-tabulation: Australian View of Internationalisation of services  
 
b)  
 
 
D. Cross-tabulated responses of the most popular channels in the coming 2-3 years against 
the perceived maturity level of usability service industry (Question 2 vs. Question 3) 
E. Graph Plot showing the responses of 43 industry personnel to the level of client 
awareness of Usability services in Australia cross-tabulated with the intervieweeǯs role 
in usability sector 
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G. Graph Plot showing the responses of 46 industry personnel to the level of client awareness 
of Usability services in Australia VS. The clientǯs expectations from eye-tracking services  
F. Graph Plot showing the responses of 43 industry personnel to the level of the intervieweeǯs 
perception of what the Australian client expects from Usability service VS. Role of 
interviewee in the usability sector  
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How do you perceive the maturity level of these services in Australia? 
  
In order to be successful in Australia, what 
should be the best approach to provide 
services?  -- Customer Perspective   
Answer Options 
Establish 
Independent 
Local 
Presence 
Tie up with 
Local 
Partners 
Local 
Presence or 
Partners not 
required 
Response Count 
Usability Services 
Nascent 1 1 0   
Emerging 10 12 0   
Mature 7 6 0   
Obsolete 0 0 0   
Can't Say 0 4 0   
  18 23 0 41 
Eye-Tracking 
Nascent 8 7 0   
Emerging 6 13 0   
Mature 2 1 0   
Obsolete 0 0 0   
Can't Say 2 2 0   
  18 23 0 41 
answered question 41 
skipped question 0 
 
 
How are you related to the usability services industry? 
  
In order to be successful in Australia, what should 
be the best approach to provide services?  -- 
Customer Perspective   
Answer Options 
Establish 
Independent 
Local Presence 
Tie up with 
Local Partners 
Local Presence 
or Partners not 
required 
Response 
Percent 
Response 
Count 
Customer 1 2 0 7.9% 3 
Supplier 4 5 0 23.7% 9 
Consultant 8 11 0 50.0% 19 
Academic 1 0 0 2.6% 1 
Analyst 2 1 0 7.9% 3 
Other 1 2 0 7.9% 3 
Other (please specify) 7 
answered question 38 
skipped question 3 
H. Graph Plot showing the responses of 41 industry personnel regarding the apt entry-mode for 
usability-services in Australia VS. VS. Role of interviewee in the usability sector 
I. Graph Plot showing the responses of 41 industry personnel regarding the apt entry-mode for 
usabilit -servi s in Australia VS. Perceived maturity Level of usability services in Australia 
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c) Multiple viewpoint plots 
 
Multiple views: the plots below show viewpoints from experts that are from the 
International markets (60), from particularly Australia (46) and also the businesses that 
had visited the Insight show and interviewed (16) businesses. 
Web-based and trade-show questionnaire Survey findings N=122 
 
 
 
 
 
 
 
 
 
L. Graph Plot showing the measures to be taken to lower barriers to internationalising 
eye-tracking services (x-axis: %) 
K. Graph Plot showing the most popular channels currently in Australia according to the 
viewpoints of people at the London trade show, Australian and international experts 
from the media and the usability industry (x-axis: %) 
